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Rough Proofs 


The Psychological Corporation 
helped the York Ice Machinery 
Corporation prove the favorable 
results of air conditioning on per- 
sonnel. They probably reported 
that when physiology fights psy- 
chology, there’s hell to pay. 


, ¥ 9 


There should be a footsnote on a 
study of air conditioning and per- 
sonnel indicating the reaction of the 
help when the big boss air condi- 
tions his own office and leaves them 
to swelter outside. 


a 


Dudley Craft Watson commiser- 
ates McClelland Barclay on the 
probable worthlessness of his art 
300 years hence, while today’s Rem- 
brandts are worth millions. But 
maybe Barclay would rather have 
his now. 

vvy 


“Research shows why co-eds’ legs 
are beautiful.”—-ADVERTISING AGE. 

At last these research experts are 
beginning to concern themselves 
with the really important things. 


~~ =.= 


Tony Galento is going to start 
training soon for a June brawl with 
Joe Louis. It hasn’t, as yet, been 
determined whether his training 
exercises are financed by the Brew- 
ers’ Foundation. 
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Ocean City’s vacation copy in 
religious papers, which pointed out 
that liquor sales are not permitted 
there, was a flop. It’s just barely 
possible that when church people go 
on a vacation, they make plans to 
unlax. 

vv, “ 

The church pillar who is good all 
year long for the benefit of Main 
street may like to be within at least 
reaching distance of wine, woman 
and song on his vacation. 
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The editor of that new magazine 
sponsored by the National Jail 
Association is going to have a hard 
time explaining his ideas on the 
subject of circulation. 
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The Cincinnati Advertising Club 
proved that even a psalm of David 
could be “improved” by the ama- 
teur copy critics, but if you think 
this is going to slow up the boss’s 
blue pencil, you’re crazy. 
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Twenty Popular Mechanics ad- 
vertisers have used the magazine 
continuously for over 30 years. That 
embraces an entire era—from 
Roosevelt to Roosevelt. 
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With Secretary Wallace joining 
advertisers and others in objecting 
to state barriers to the flow of com- 
merce, maybe the politicians will 
quit orating about “these United 
States.” 
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Cosmetics advertisers have given 
up the idea of a special building 
at the New York World’s Fair. They 
probably decided that about all you 
could put in it, anyway, would be 
mirrors. 
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Joining with only three other 
states, Vermont has turned down 
the idea of passing a fair trade law. 
Do you suppose one of those other 
states could be Maine? 


Copy Cus. 


Warns Against 
Self-Reliance in 
Label Procedure 


Complex Rules Said to 
Require Approval by 
Government 


New York, March 16.—The com- 
plexities of the new federal food, 
drug and cosmetic act make it ad- 
visable for manufacturers to refrain 
from acting as their own arbiters 
on compliance with the regulations 
and instead to take their labeling 
and packaging problems direct to 
the government, in the opinion of 
Earl Means, vice-president, Bristol- 
Myers Company. 

“No matter how thoroughly you 
study the regulations which inci- 
dentally are five times as long as 
the original statute, and no matter 
how eager you are to comply, and 
most manufacturers honestly are, 
there is no way of telling in ad- 
vance whether the government will 
approve your new label,” Mr. 
Means told ADVERTISING AGE today. 

Citing his company’s experience 
with a change of label for Sal 
Hepatica and other products, he 
said that after going through the 
regulations with extreme care, the 
company arrived at what it thought 
was the required label. The ingredi- 
ents were listed as specified in the 
regulations, and a “caution” notice 
was printed on one of the panels. 
However, upon submission of the 
label to federal authorities, the 
company learned that the ingredi- 
ents were “not listed in the proper 
order” and that the type in which 
they were printed was too small. 
The evolution of the revamped Sal 

(Continued on Page 26) 


Paint Interests 
Sponsor Three-year 


Promotion Drive 


New York, March 16.—A three- 
year campaign to promote white 
lead paint and the services of com- 
petent painters will be inaugurated 
early in April by the Lead Indus- 
tries Association, marking the first 
national advertising effort by this 
group, it was learned here today. 

Several national magazines and 
business papers will be used to 
identify white lead as “the most 
durable paint,” and to promote the 
slogan, ““You’re money ahead when 
you use white lead.” Arthur Kud- 
ner, Inc., which was retained some 
time ago for preliminary research, 
will direct the drive. 
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LEADERS BACK NEW DISTRIBUTION PLAN 


At the Washington conference called to work out details of the surplus food 

stamp plan: Corrington Gill, WPA; Milo Perkins, president, Federal Surplus 

Commodities Corporation, who is credited with having originated the plan; Secre- 

tary of Agriculture Henry Wallace; J. Frank Grimes, chairman, National Food & 

Grocery Conference Committee; and Dr. Thomas Parren, representing U. S. 
Public Health Service. 


Stamp Plan for 
Surplus Food Sale 
Geared fo Start 


Three Variations to Be 
Tested Beginning Next 
Month 


Washington, D. C., March 16.— 
One of the most far-reaching de- 
velopments in f¥5d_ distribution 
during recent years was a _ step 
nearer reality today following for- 
mal approval this week of the stamp 
plan for distribution of surplus 
commodities. 

This program, as outlined last 
week in ADVERTISING AGE, projects 
the possibility of a $500,000,000 in- 
crease in food sales, particularly in 
the surplus commodity classifica- 
tion, a problem that has perplexed 
some of most expert marketers of 
the nation. 

The government and food indus- 
try executives who met here yester- 
day approved the plan virtually as 
outlined. Comment following the 
conference was unanimously en- 
thusiastic. Among the few details 
which are yet to be decided is selec- 


(Continued on Page 28) 


Macy’s Own Brand 
of Copy Analysis 
Yields High Return 


Cambridge, Mass., March 16.— 
Copy analysis employed by R. H. 
Macy & Co., during the past three 
years is bringing in $2,000,000 more 
returns for every million dollars 
spent in sale advertising, Paul Hol- 
lister, sales promotion manager for 
the store, revealed this week. 

This figure, he told the Massachu- 
setts University Extension Course 
in Retailing, is based on the cost of 
the advertising in relation to the 
“plus” sales directly traceable to the 
copy employed. 


Analyze 28,300 Advertisements 


More than 28,300 individual sales 
advertisements have been analyzed 
during the three-year period, he 
said, and from the findings working 
rules have been developed which 
enable the store to judge in advance 
whether a particular advertisement 
will prove profitable or not. 

The Macy executive said that the 
method employed was peculiar to 
the store, and decried “ready-made” 
analysis of copy that did not reli- 
ably report the actual result of the 
advertisement. 

Mr. Hollister declared that adver- 
tisers have been “ballyhooed into 


(Continued on Page 29) 


Last Minute News Flashes 


$300,000 Seagram Drive for Tavern Owners 

New York, March 17.—Seagram Distillers Corporation today an- 
nounced that it would launch a $300,000 magazine and newspaper cam- 
paign April 10 designed to build good will for tavern proprietors in their 


own communities. 
the copy in full color spreads. 


Six national magazines will be used, with most of 
Newspapers in major markets are also 


scheduled. Warwick & Legler is the agency. 


Kroehler Starts Spring Drive in Six Magazines 

Chicago, March 17.—Evidencing renewed promotional interest in the 
furniture field, Kroehler Mfg. Company officially launched a spring 
campaign today that will include a full color page schedule in six 
national magazines and a supplementary drive in newspapers for dealers. 
A recently completed national consumer furniture survey has provided 
basic material for copy. Henri, Hurst & McDonald is the agency. 


Calkins & Holden Gets Van Camp Products 


Indianapolis, March 17.—Stokely Brothers & Co. today appointed 
Calkins & Holden, New York, as its agency for Van Camp’s food products 


and Stokely’s baby foods, effective June 1. 


Gardner Advertising Com- 


pany, St. Louis, will continue as agency for Stokely’s vegetables and 


fruits. 


Brown & Tarcher Chairman Forms New Agency 


New York, March 17.—Stanley A. Brown has resigned as chairman 
of Brown & Tarcher to join David C. Thomas, formerly president of 
Husband & Thomas, in the formation of a new agency, Brown & Thomas. 
Charles E. Clifford, Thomas F. Hughes and William A. Jensen accompany 
Mr. Brown. Brown & Tarcher becomes J. D. Tarcher & Co., with Jack 


D. Tarcher continuing as president. 


Committee Probes 
Whisky Budgets and 


Pricing Tactics 


$33,600,000 Is Four- 
Year Advertising Total 
for Three Leaders 


Washington, D. C., March 16.— 
Placed in the record of the Tem- 
porary National Economic Commit- 
tee investigation of the whisky 
industry today were figures showing 
that three of the industry’s “big 
four” distillers—Seagram, Schenley 
and Hiram Walker—spent a total of 
$33,600,000 in advertising from 1935 
through 1938. 

These figures, which were offered 
without comment, followed testi- 
mony yesterday by Seton Porter, 
president of National Distillers 
Products Corporation, fourth of the 
“big four,” that his company spent 
$3,136,999 for advertising in 1938. 

Future discussion of these budgets 
is expected to be one of several 
lines which the investigation will 
follow. It is not expected, however, 
that the committee will probe into 
the question of “economic justifica- 
tion” for this advertising. 

Exciting considerably more com- 
ment than the topic of advertising 
budgets were the liquor industry’s 
views on price maintenance, 3s ex- 
pressed by W. W. Wachtel, presi- 
dent of Calvert Distillers. Mr. 
Wachtel contended that use of fair 
trade contracts by the distillers is 
imperative in preventing disastrous 
price cutting by retailers. Such price 
cutting, he asserted, injures not only 
the retailer but the wholesaler and 
distiller as well. 

The Calvert chief, in discussing 
price maintenance, argued that this 
technique should apply to all indus- 
tries in order to maintain a high 
price system as a foundation of na- 
tional prosperity, a theory which 
aroused much interest from Senator 
O’Mahoney and some dispute from 
other committee members. 

Among the latter was Commis- 
sioner Davis of the FTC, who 
charged that the liquor industry is 
interested in “business competition” 
only, but no competition as far as 
prices are concerned. This accom- 

(Continued on Page 4) 


Toastmaster Has 
New Lure in $2 
Trade-in Offer 


Elgin, Tll., March 17.—Mrs. Con- 
sumer, who trades in her old auto- 
mobile or vacuum cleaner when she 
buys a new model, can now trade in 
her old toaster, too—if her new 
purchase is a Toastmaster. 

This innovation in toaster mer- 
chandising was announced today by 
Toastmaster Products Division of 
the McGraw Electric Company as 
part of a special “trade-in” cam- 
paign to run March 20-May 31. The 
allowance, applicable to any toaster, 
is $2 but will be given only when 
the new purchase is the two-slice 
automatic model, the De Luxe or 
Standard Hospitality set or the 
Toast ’n’ Jam set. 

Copy in the following magazines 
will publicize the drive: American 
Home, Better Homes & Gardens, 
Collier’s, Good Housekeeping, Life, 
McCall’s, The Saturday Evening 
Post and the Woman’s Home Com- 
panion. Erwin, Wasey & Co., Chi- 
cago, is the agency. 
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Distribution of 
Ten-Cent Sizes 
Causes Complaint 


Untested Section of 
Robinson-Patman Act 


Invoked by FTC 


Washington, D. C., March 16.—A 
complaint under the Robinson-Pat- 
man act, which if sustained, may 
result in revamped marketing poli- 
cies by many manufacturers in the 
cosmetic and toilet article field, was 
filed by the Federal Trade Com- 
mission today against Luxor, Ltd., 
Chicago, subsidiary of Armour & 
Co. Luxor has packed samples of 
its products in ten-cent sizes for 
exclusive distribution through nov- 
elty, variety, syndicate and five and 
ten cent stores, while the Commis- 
sion alleges that such special sizes 
must be made available to all re- 
tailers. 

Intended as a test of provisions 
of the Robinson-Patman act which 


have not been invoked since its 


passage in June, 1936, the complaint 
alleges discrimination in service and 
facilities rather than in price. It 
charges that in the sale of its toilet- 
ries, Luxor distributes two sizes of 
its complexion powder, rouge, cold 
and cleansing, vanishing and foun- 
dation, special formula, tissue and 
hand creams. 


Basis of Complaint 


“The company designates the toi- 
let and cosmetic products packed 
and mounted in smaller containers 
as ‘Luxor 10c Toiletries’,” said the 
complaint, “and accords the facili- 
ties of small packaging and sales 
card mounting only to so-called 
novelty, variety, syndicate and five 
and ten cent stores. It does not ac- 
cord the same service facilities to 
other customers competitively en- 
gaged with the favored customers. 
Its failure to do so has a tendency 
to cause competitive disadvantage 
to the latter class of customers.” 

Several years ago, it was recalled 
this week, the National Association 
of Retail Druggists adopted a reso- 
lution calling on manufacturers 
distributing through its members to 
cease discrimination by making ten- 
cent sizes available to drug retail- 
ers, and more particularly, to aban- 
don the practice of making the 
ten-cent offering unduly attractive 


by disproportionate quantity. Many 


MIDDLETON ~ 


4 


TYPICAL FAMILY ENJOYS SPECTACLE 


Westinghouse has adopted the experiences of the “Middleton” family to drama- 
tize the thrills awaiting visitors to the New York fair. 


leading manufacturers of cosmetics 
and toilet articles threw the doors 
wide open in response to this invi- 
tation and made the ten-cent lines 
available to all dealers. 

The viewpoint of Luxor is that 
sales through five and ten cent and 
similar retail outlets are largely a 
sampling operation, encouraging 
trials by consumers who in the ordi- 


NEWS FOR SP 


— 


ONSORSHIP 


WORLD FAMOUS INTERNATIONAL 
NEWS SERVICE BROADCAST 


TO THE MID-SOUTH 


Available in whole or in part. 


@ Clear, complete, and comprehensive. 
That’s WMC’s 18 hour news service, 
furnished through special leased wire 
facilities by the International News 
Service. 


Broadcast in four quarter hour 
periods daily, these news airings are 
being eagerly received by a news-con- 
scious Mid-South audience. 


This service, in whole or in part, is 
now available for sponsorship at. pack- 
age prices. 


It’s high in sales value . . low in cost. 
An inquiry will bring complete details. 


4PERIODS DAILY 
T:45to 8:00 a.m. 
12:15to 12:30 p.m. 10:30 to 10:45 p.m. 


MONDAY THRU. SATURDAY 


6:30to 6:45 p.m. 


NBC RED NETWORK 


* 


5,000 WATTS DAY 
1,000 WATTS NIGHT 


* 
National Representative 


THE BRANHAM CO. 


Owned and Operated 


Memphis 


by 


THE COMMERCIAL APPEAL 


“The South’s Greatest Newspaper” 


THE MID-SOUTH’S Dominant RADIO STATION 


nary course of events might not 
become acquainted with its prod- 
ucts, and that the druggist is the 
beneficiary of this method by filling 
demand thus created for standard 
sizes. 


Two Conflicting Sections 


The company will probably also 
place reliance in that section of the 
Robinson-Patman act providing 


“| that “nothing herein contained shall 


prevent persons engaged in selling 
goods, wares, or merchandise in 
commerce from selecting their own 
customers in bona fide transactions 
and not in restraint of trade.” 

On the other hand, the act clearly 
forbids discrimination in services or 
facilities, and the courts will prob- 
ably be called on to determine 
whether the display card used in 
connection with the ten-cent pack- 
age justifies use of these pretentious 
terms. 

Luxor is given the customary 20 
days in which to answer the com- 
plaint. 


Dog Food Industry 
Forms Association 


National Dog Week Association 
has been organized by manufactur- 
ers of dog foods and supplies, to 
expand promotion of the event 
which is now in its 12th year. Head- 
quarters are at 3323 Michigan 
avenue, Chicago. Robert Briggs 
Logan is executive secretary. 

In addition to members of the dog 
food division of the Institute of 
American Meat Packers, 20 other 
manufacturers of foods and supplies 
have been enrolled as sponsors of 
the week. 


Seek Entries in 
Adclub Bowling League 


Entries in the Chicago Federated 
Advertising Club bowling league 
for the 1939-40 season will close 
within a few days, Arthur Frisch, 
Standard Rate & Data Service, who 
is chairman of the league, has an- 
nounced. 

It is necessary to close entries 
early in order to contract for ade- 
quate bowling facilities, he report- 
ed. Advertising organizations in- 
terested in entering teams should 
communicate with Mr. Frisch. 


“Sun” Repeats Contest 


The Sun, New York, will conduct 
its second annual Father’s Day ad- 
vertising contest, open to every- 
body except employes of advertis- 
ing media. A $500 prize will be 
awarded for the best campaign of 
four 1,000-line advertisements 
measuring five columns by 200 
lines, to promote Father’s Day as 
an occasion of remembrance. The 
winning campaign will be pub- 
lished by The Sun and made avail- 
able to out-of-town newspapers, 
about 70 of which reproduced the 
campaign last year. Copy and 
rough layouts must be submitted by 
May Ist. 


NNPA Names Veit 


Ivan Veit, New York Times, has 
been named chairman of the con- 
vention committee for the National 
Newspaper Promotion Association 
which will hold its annual meeting 
in New York April 25-28. Members 
of his committee include Lee Tracy, 
New York World-Telegram; James 
McKeldin, Richmond News-Leader, 
and Ramon Cram, Columbus Dis- 
patch. 


Westinghouse Copy 
to Promote Its 
Exhibit at Fair 


Cleveland, March 16.—Westing- 
house Electric & Mfg. Company, a 
major exhibitor at the New York 
World’s Fair, will also devote a sub- 
stantial magazine campaign to dra- 
matize its part in the big show, 
executives said today. 

This campaign will depict the 
“Adventures of the Middleton Fam- 
ily at the Fair,” utilizing a strip 
technique, and four color copy in a 
schedule calling for one spread and 
six full pages. The magazine list 
includes Collier’s, Country Gentle- 
man, Liberty, Life and The Satur- 
day Evening Post. First copy is 
scheduled for the Post, April 15. 

The “Middleton family” will also 
draw the star roles in a Westing- 
house four-reel technicolor film to 
be released about May 15, also de- 
signed for promotion of the West- 
inghouse exhibit at the Fair. 

At the Fair, Westinghouse will 
present a dramatic program at the 
Little theater in its exhibit building. 
This show will resemble in theme 
but vary in material from the “Lei- 
sure for Living” presentation made 
in 1937 at the exposition here. A 
booklet guide, distributed at the 
Fair, will present the Westinghouse 
contributions to other exhibits at 
the Fair as well as its own. The 
former include such projects as the 
lighting of the trylon and peri- 
sphere and motive power for the 
General Motors Carry-Go-Round. 


Holmes Leaves 
Donahue & Coe for 
Angostura Co. 


(Picture on Page 31) 

New York, March 14.—Donahue 
& Coe lost a vice-president and 
Angostura - Wuppermann Corpora- 
tion gained a new president here 
yesterday when Andrew E. Holmes 
was chosen to head the company 
whose advertising he has been di- 
recting for five years. 

Mr. Holmes succeeds Stuart G. 
Gibboney, who becomes treasurer 
and chairman of the board. The 
company which he will head has 
exclusive distribution rights in this 
country to Angostura bitters, the 
formula for which is a treasured 
secret of a family in Trinidad. 

Mr. Holmes was formerly asso- 
ciated with Horlick’s malted milk 
and Welch’s- grape juice. He also 
served the California Fruit Grow- 
ers’ Exchange, before joining N. W. 
Ayer & Son and Donahue & Coe. 

Frank Morgan, screen and radio 
actor, is a vice-president of Angos- 
tura-Wuppermann. 


Hotel Magazine to Bow 

Robert L. Johnson Magazines, 
Inc., New York, formerly Martha 
Houston Publications, Inc., will be- 
gin publication of a magazine for 
the patrons of the Plaza Hotel, New 
York, in May. 


KAUFMANN & FABRY CO 
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ADVERTISING AGE 


\ 


To AMERICAN WEEKLY has been 
called sensational. It is sensational. 


So was the Crucifixion. So were the 
miracles performed by the Saviour and 
the great events of the Old Testament. 
They were all sensational. So are to- 
day’s front-page news stories. So is the 


best-selling of all books —the Bible. 


That’s what it takes to drive straight 
to the heart of human nature. That’s 
what gets a publication read. 


And The American Weekly is read by 
more people than any other publica- 
tion in the world today — a best seller 
52 weeks a year. 


It commands a greater audience 


by far than the average for the 


ten top programs on the air — 
reaches one family out of 
three on the average in the 


richest buying areas — the 
towns and cities of 2,500 and 
over —the areas where $4 out of every $5 are spent. 


Bat that’s only half the story of why The American 
Weekly is a great advertising medium. The other half 
is—it deals in the truth, the whole truth and nothing 
but the truth. 


for advertisers who use its smashing color pages to reach 
people —at the lowest cost per thousand on record.* 


No wonder, also, that shrewd advertisers are saying — 
“It looks as though a new magazine leader is step- 
ping out in front in today’s race for sales” and its 
name is The American Weekly. 


And it does it so accurately that its articles are used 


in the classrooms of schools and colleges, preserved " 
in libraries, regularly commended by scholars and | Cock-A-Doodle-Doo! 


. . . ay ep ne penetra Or 
scientists for their completeness and accuracy. 


linage published in The American Weekly over the same month of 1938. 
No wonder this best seller can sell merchandise 


Ie addition, advertising orders secured in February, for publication dur- 
ing 1939, were greater in volume than those secured in February, last year. 


* ABC figures, 1938, show a color page in The American Weekly costs $2.77 per thousand. 


THEAMERICAN 
= LAWEEKLY 


Circulation 
“The National Magazine with Local Influence” 


in the World 


Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Parmouve Bioc., Caicaco . 


Heanst Bivc., San Francisco... 


.. 5 Winranor Soquanr, Bosron ... Ancanz Brinc., St. Lours . . . Eotson Bunc., Los Ancetes 


Geneaat Morons Bioc., Deraorr . . . Hanna Bivc., Creverano... 101 Manierres Sr. Ariana 
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of A// magazines 
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American Cranberry Exchange 
American Sugar Refining Co. 
American Tobacco Co., The 
Anheuser-Busch, Inc. 

Armour & Company 
Associated Distributors, Inc. 
Babbitt, Inc., B. T. 

Bauer & Black 

Best Foods, Inc., The 
Bigelow-Sanford Carpet Co., Inc. 
Borden Co., The 

Bourjois Sales Corp. 

Brazil Nut Association 
Bristol-Myers Co. 

Brookline Chemical Co. 


Brown & Williamson Tobacco Corp. 


California Fruit Growers Exch. 
California Packing Corp. 
California Prune & Apricot 
Growers Assn. 

California Walnut Growers Assn. 
Campana Sales Co. 
Canned Pea Marketing Co-op. 
Canned Salmon Industry 
Canning Peach Advisory Board 
Champion Spark Plug Co. 
Chesebrough Mfg. Company 
Chrysler Corporation 

Chrysler 

Dodge Bros. 

Plymouth 
Clorox Chemical Co. 
Coca-Cola Company, The 
Colgate-Palmolive-Peet Co. 

Palmolive Soap 

Super Suds 
Corn Products Refining Co. 
Corning Glass Works 
Cream of Wheat Corp. 
Crosley Radio Co aes 
Dearborn Suppl 
Demuth & Co Win 


De. 

Drackett Pe ects Co., " 

Edison General Electric Appliance 
Company, Inc. 

Electric Vacuum Cleaner Co. 

Emerson Radio & Phono. Corp. 

Federal Life & Casualty Company 

Fitch Co., The F. W. 

Florida Citrus Commission 

Ford Motor Company 

Franco-American Food Co. 

Frank & Co., Inc., S. M. 

Frigidaire Corporation 

General Electric Co. 

General Foods Corp. 

General Mills, Inc. 


Glover Co., Inc., H. Clay 
Goodyear Tire & Rubber Co., Inc. 
Great Atlantic & Pacific Tea Co. 
Hecker Products Corp. 

Heinz Co., H. J. 

Holland Furnace Co. 

Hubinger Co., The 

Hudnut, Richard 

Hudson Motor Car Compan 

Hygeia Nursing Bottle Co. ~—" 
Hygienic Products Co 
Ingersoll-Waterbury Co., Inc., The 
International Cellucotton Prod. Co. 
lodent Chemical Co. 

Jergens Co., The Andrew 

Johnson & Johnson 


of AMERICAN BUSINESS 


A partial list of Important Advertisers in The American Weekly 
during 1936, 1937 and 1938 : 


Kaufman Brothers & Bondy, Inc. 
Kellogg Company 
Kleinert Rubber Co., I. B. 
Kraft-Phenix Cheese ‘Corp. 
Lady Esther Company 
Lambert Pharmacal Co. 
Lamont, Corliss & Co. 
Lane Bryant 
Larus & Bro. Co. 
Leeming & Co., Inc., Thos. 
Lever Bros. Co. 
Libby, McNeill & Libby 
Liggett & Myers Tobacco Co. 
Lorillard Co., Inc., P. 
Luden’s, Incorporated 
Maiden Form Brassiere Co., Inc. 
Maybelline Co., The 
Mentholatum Company 
Metropolitan Life Insurance Co. 
Nash-Kelvinator Corporation 
National Biscuit Co. 

Premium Crackers 

Ritz Crackers 

Shredded Wheat 
National Radio Institute 
Norge Division, Borg- Warner Corp. 
Norwegian Canners Assn. 
Norwich Pharmacal Co., The 
Ontario Travel & Publicity Bureau 
Pan American Coffee Bureau 
Paramount Pictures Corp. 
Park & Tilford 
Parker Pen Co., The 
Pennzoil Co., The 
Pepsodent Co., The 
Perfection Stove Company 
ay ~ 4? maa Cooperative 


Assn., L 
Potter Drug & Chemical 
Procter & Gamble Co., The 


Pure Milk Cheese Co. 
ker Oats Company, The 
Tourist Bureau 


alston Purina Co. 
Resinol Chemical Co. 
Reynolds Tobacco Company, R. J. 
Royal Lace Paper Works, Inc. 
Royal fe Pe gto riter Company, Inc. 


Smith & Corona Typewriters, Inc. 
Squibb & Sona, E. K. 
Standard Brands, Inc. 
Chase & Sanborn’'s Coffee 
Fleischmann's Yeast 
Tender Leaf Tea 
Sterling ee Inc. 


Union Oil Co. of California 
United Artists Corp. 

Van Camp Sea Food Company, Inc. 
Vick Chemical Company 
Wander Co., The 

Warner Bros. Pictures, Inc. 
Warren Corp., Northam 

Weco Products Company 
Westclox 

Western Auto Supply Co. 
Westinghouse Electric & Mig. Co. 
Wigder Mig. Compan 

Wise & Co., William rf 

Young, Inc., W.F. 


What $18,000 buys 


in The American Weekly 


A full page in color more than twice the size of any other magazine 
page in the world . . . Over six and « half million families at a cost 


of less than 4 cent per family . . 
instead of a single buying factor. 


. the attention of the entire family 
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ADVERTISING AGE 


March 20, 1939 


Committee Probes 
Whisky Budgets and 
Pricing Tactics 


(Continued from Page 1) 


panied Mr. Wachtel’s statement that 
his company’s pricing policy was 
uniform the country over and that 
price suggestion lists for retailers 
are also circulated. These suggested 
retail prices, he said, vary according 
to local conditions. 

The committee is believed to be 
highly interested in the relative 
spreads between distiller’s cost plus 
profit and consumer price of two- 
year-old and bottled in bond whis- 
kies. This was evidenced in the 
questions asked Mr. Porter today by 
Philip Buck, general counsel of the 
Federal Alcohol Administration. 


To Scan Cost Spread 


In addition to the preliminary 
statement made Tuesday when 
hearings opened on the “unequalled 
opportunity for economic study 
offered by the liquor industry,” Mr. 
Buck introduced into the record an 
outline and charts of the Federal 
Trade Commission’s study of the 


DEFENDS PRICE SYSTEM 


W. W. Wachtel, Calvert president, em- 

phasized the importance of price main- 

tenance in the liquor field, in testimony 
before the “monopoly” committee. 


whisky distilling industry. The 
chart, which received most of his 
attention in questions asked Mr. 
Porter, showed the spread in con- 
sumer cost between two-year-old 
and bottled in bond whisky pro- 
duced by National. 

The data purported to show that 


the consumer pays $3.79 for four- 
year-old bottled in bond straight 
bourbon whisky (one quart, 100 
proof), of which the distiller’s cost 
and profit amounts to $1.46; whereas 
the retail price of two-year-old 
straight bourbon whisky (one 
quart, 100 proof) is set at $1.92, of 
which the distiller’s cost and profit 
is only 33 cents. Pressed as to the 
reason for the discrepancy in the 
distiller’s profit after admitting that 
virtually the sole difference between 
the cost of the two whiskies was 
the cost of holding the former two 
years longer, Mr. Porter said that 
the distiller set the higher price on 
four-year-old because the consumer 
was willing to pay more for brand, 
quality and age. And though he 
made no direct reference to adver- 
tising in this connection, the impli- 
cation was that the public regarded 
a brand name as valuable princi- 
pally because of the advertising put 
behind it. : 

Asked to outline the history of 
his company, Mr. Porter traced its 
origin back to the Distilling Com- 
pany of America, which prior to 
prohibition had been the largest 
unit in the whisky business. Forced 
into the yeast business when pro- 
hibition arrived, the company went 
into bankruptcy and Mr. Porter, an 
engineer, was called in as trustee. 
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THEN the time comes for 


and box tops to pass as currency, news- 
papers will graciously withdraw in favor of 
But, 


that makes the mare go, then newspapers 


more glamorous media. 


still have first claim to the advertising 


dollar. 


Detroit merchants, who pay for goods 
and help with coin of the realm, have 
tested all sorts of media and consistently 


vote in favor of newspaper advertising. 


Detroit merchants unlocked 


gave The News these “confidential figures” 


Total Circulation 306,183 Weekdays; 362,230 Sundays 


The Detroit News 


New York: |. A. KLEIN, INC. THE HOME NEWSPAPER 


_ Department Stores sre aon veces 
YJ Yf Yj y y Crowley, Milner & Co. = pig 
Tj Yy Frank & Seder Ei asee var 

J. L. Hudson a * ” Hag 
Ernst Kern ae iene rtg 
Sears, Roebuck & Co... sates oon on 
Women’s Shops ; : ” 
Bedell Co. _ hatbnitesbinsene | d 
= J. Healy Shops.__ to _ con oon 
—— Bros. & Co, Hog Pitg 
ins OO 4% 6% 
B. Siegel Co. on on 
Se nennaentiatnenecneaaate 0 
Men’s Clothing Stores _ 
S. L. Bird & Sons 
F. G, Clayton Co, ate con a 
Harry Suffrin 750 moa 
Other Stores ; = 
Great A. & P. T, 
Grinnell Bros. alhecaaaiagy con ae 
Miller Jewelry Co. —— oe oa 
Well & Co, SE 88 
*Figures *“pplied do not show tian — 


soap wrappers 


if it’s money 


newspaper 


their files and 


Here’s How Leading 
Detroit Merchants Spent Their 
Appropriations in 1938: 


on how they spend their advertising dollars. 
Their combined judgment is noted here. 
Perhaps it will give you a clue on how 
to spend your advertising dollars in the 
Detroit Market! 


Further clues may be found in the fact 
that The Detroit News, alone reaches 
63%, of ALL Detroit homes taking any 
weekday newspaper regularly; that The 
News has the largest circulation of any 


Detroit trading area, and that 76‘, of its 
entire city circulation is HOME DELIV- 
ERED. Weigh 


q 


weekdays or Sundays in the 


this evidence carefully. 


Chicago: J. E. LUTZ 


SURPRISE BOX CONTAINS STUDIO 


To help dealers visualize the tempo of an Esso news broadcast, a portable studio 
is being shown to the trade in a series of one night stands. Resembling a huge 
white box when closed, the studio has all the facilities for a network broadcast. 


He worked out a_ reorganization 
plan in 1922 and 1923, changed the 
name from U. S. Food Products to 
National Distillers and emerged in 
1924 as president of a company 
whose remaining assets were a 
cherry and olive company, an in- 
dustrial alcohol company, a yeast 
company and a whisky company. 
After selling the yeast business 
(to Fleischmann) and the alcohol 
business, the company emerged 
from debt in 1929. Anticipating re- 
peal, it acquired Old Overholt and 
Large in 1933. And when repeal 
came at the end of that year, Na- 
tional Distillers possessed about 65 
per cent of all the whisky in the 
United States. 

Today, Mr. Porter said, the com- 
pany does about 15 per cent of the 
nation’s liquor business. It has 
nine distilleries: for Mt. Vernon in 
Baltimore; Old Overholt in Over- 
holt, Pa.; Large in Large, Pa.; Old 
Crow and Hermitage in Frankfort, 
Ky.; another a mile away for Old 
Taylor; in Louisville, Ky., for Old 
Grand Dad, and another for Sunny- 
brook; in Cincinnati for blending 
and gin; and in Peoria for lighter, 
younger whiskies and for spirits. 
Queried by Mr. Buck as to his in- 
terests in the cooperage and glass 
business, Mr. Porter said that he 
had furnished capital to the Chick- 
asaw Company and had received 51 
per cent of its stock in return. He 
also said that two of his company’s 
directors were officials in Owens- 
Illinois Glass Company. 


Budget Divisions Shown 


Other witnesses at today’s hear- 
ings, during which the budget fig- 
ures of three leading companies 
were introduced, included James E. 
Friel, vice-president of Seagram 
Distillers Corporation; Lester E. 
Jacobi, vice-president of Schenley 
Products Company, and Howard R. 
Walton, vice-president of Hiram 
Walker, Inc. 

Seagram was reported to have 
spent $13,000,000 in the four-year 
period, broken down as follows: 
Five and Seven Crown, $53,236,333; 
Kessler, $966,048; Silver Dollar, 
$824,331, while Calvert, Old Drum, 
Kentucky Pride and other brands 
received approximately $6,158,339. 


Esso Merchandises 
News Broadcasts 
to Retail Trade 


New York, March 15.—The elab- 
orate effort made by Esso Marketers 
to merchandise its daily news 
broadcasts to its dealers was re- 
vealed here yesterday at a special 
demonstration staged by Marschalk 
& Pratt, the agency in charge. 

The show featured a dramatiza- 
tion of an Esso Reporter broadcast, 
a motion picture called “News in 
the Air,” showing how the United 
Press gathers and distributes the 
news which is aired on the pro- 
grams, and a commercial film for 
dealers. 


Use Portable Studio 


Curt Peterson, radio director of 
the agency, conducted the program, 
which is also being presented to 
dealer groups in New England and 
in the South. In these areas, 15 
stations have been added to the 16 
others carrying four five-minute 
news broadcasts daily. 

A huge white box, which becomes 
a broadcasting studio when opened, 
is being used in the Eastern part 
of the country for a series of one- 
night stands. From this studio, 
which is complete enough to stage 
actual programs which are broad- 
cast in place of the regular shows 
staged in the station studio, an- 


five-minute newscast. 
Newscasts Rank High 


Mr. Peterson pointed out that 
surveys have shown news broad- 
casts to rank high in _ listener 
preferences. He declared that a 
variety show such as the Chase & 
Sanborn hour, devotes only six 
minutes per hour for commercials, 
whereas Esso gets 18 minutes of 
selling for each hour. 

Sponsor identification of Esso 
news broadcasts is high, Mr. Peter- 
son asserted. Surveys made before 
additional stations were added 
showed that 4,700,000 families could 
tell the name of the company fur- 
nishing their radio news. 


nouncers and technicians put on the | 


aa 


Schenley’s budget from 1935 
through 1938 was placed at ap- 
proximately $15,000,000, while 


The BALTIMORE 
Station that is nationally 


recognized as FIRST 
in SHOWMANSHIP 


Call on us for spot program ideas 


Hiram Walker spent $5,600,000. No 
brand breakdowns were made 
available on the latter two compa- 
nies, nor was there any questioning 
on this point. 
Future hearings will be keyed to 
the remaining charts in the FTC’s 
study including the following: (1) 
Intending to show that during the 
years 1936-38, with a decreasing 
production in the general industry, 
the percentage of production of 
whisky by the “big four” steadily 
increased; (2) another which indi- IN 
cates that after 1936 the total stocks 
of the four companies held in BALTIMOR, 
bonded warehouses shot up to 91 N 
per cent of all bended whisky and| 
stayed at 78 per cent in 1938 even 
with a general increase of about 
three times as much whisky in 
bond; (3) and a third which depicts 
the FTC’s contention that in 1938 
the “big four” operated only 20 dis- 
tilleries in competition with 97 for 
the industry as a whole, and yet 
produced about two-thirds of the 


\ 


Y 


NATIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


entire industry output that year. 


ON THE NBC RED NETWORK 
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March 20, 1939 


ADVERTISING AGE 


The wires are hot! Wholesalers clamor for 


MORE COPIES OF APRIL COSMOPOLITAN. 
Against the normal newsstand sales expectancy of 52% 
in 7 days—Chicago sold 72%, New York 71%, Akron 84%, 
Boston 67%. Cosmopolitan’s CIRCULATION, like its 
ADVERTISING LINAGE i; UP. 


®” Greater Today Than Yesterday 
Greater Tomorrow Than Today” 


“Hitler Foresees His End” in April Cosmopolitan 
is the year’s most startling NEWS. No wonder April 
Cosmopolitan is selling so fast. This current evi- 
dence of Cosmopolitan’s EDITORIAL PUSH, 
now makes Cosmopolitan's ADVERTISING PULL 
the outstanding magazine achievement of 1939. 


Linage is UP...circulation is UP. Are you IN? 


®”Greater Today Than Yesterday 
Greater Tomorrow Than Today” 


2 iii 


RE-ORDERED.. . 4500 copies 
in Chicago in 7 days—2000 in Boston in 4 days— 
1000 in Cleveland in ‘7 days—1000 in Detroit in 8 days. 
April COSMOPOLITAN looks like a SELL OUT, 
a big circulation plus for Cosmopolitan display linage, 
UP OVER 82 for the first 5 months of the year. 


®”Greater Today Than Yesterday 
Greater Tomorrow Than Today” 


APRIL NEWSSTAND SALES of Cosmopolitan 
will cover 600,000 families—by far the biggest 25¢ 
sale in the general field. The right kind of families, too 
—young, active, good spenders. They're money makers 
for you when you join the advertisers who have pushed 
COSMOPOLITAN’S DISPLAY LINAGE UP 
OVER 8% for the first 5 months. 


®” Greater Today Than Yesterday 
Greater Tomorrow Than Today” 
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ADVERTISING AGE 


March 20, 1939 


FTC Bars Vending 
Machine Control 
in Candy Bar Sale 


Washington, D. C., March 16.— 
An alleged monopoly on vending 
machine sales of chocolate candy 
bars made by two leading manufac- 
turers in that field was the object 
of an order issued today by the 
Federal Trade Commission. 

Hershey Chocolate Corporation 
and the Peter Cailler Kohler Swiss 
Chocolates Company were the man- 
ufacturers named in the order 
which bars restraint of trade agree- 
ments between these companies and 
three vending machine companies. 
The latter are Sanitary Automatic 
Candy Corporation, New York; 
Berlo Vending Company, Philadel- 
phia; and Confection Cabinet Com- 
pany, Newark. Lamont, Corliss & 
Co., New York, selling agent for 
Kohler, was also named. 


Market Control Charged 


Commission findings are that the 
Hershey and Kohler corporations 
entered into exclusive distributor 
arrangements with the three vend- 
ing machine corporations for the 
sale of Hershey and Nestle candy 
bars manufactured especially for 


CANADIAN CHOICE 


E. W. Reynolds, Toronto agency pres- 
ident, new head of the Canadian Asso- 
ciation of Advertising Agencies. 


use in theater vending machines, 
and that this resulted in closing the 
sources of supply of those products 
to the vending machine trade other 
than the Sanitary, Berlo and Cabi- 
net companies. There are 25 or 


more vending machine operators in 
the country. 

The order directed the three 
vending machine operating compa- 
| nies to cease and desist from enter- 
| ing into and executing any agree- 
| ment or understanding among 
|themselves or with others to influ- 
B | ence, persuade or coerce either of 
the respondent chocolate manufac- 
turers or Lamont, Corliss & Co., 
sales corporation, to refuse to sell 
their products to any other member 
of the vending machine trade, or to 
refuse to sell to other members on 
terms and conditions as favorable 
as those granted the three vending 
machine operators. 

The three vending machine com- 
panies also were ordered to cease 
entering into or executing agree- 
ments or understandings to prevent 
or hinder purchase of candy bars 
by other vending machine operators 
from any manufacturer or seller, or 
to prevent or hinder such purchases 
upon terms and conditions as favor- 
able as those received by them- 
selves. 


Agency for United 

United Brands, Inc., Newark, has 
appointed Gussow, Kahn & Co., 
New York, to conduct a campaign 


on nail polish in newspapers and 
magazines. 


PERFECT SHIPPING MONTH 


In the shipping world April is 
designated as ‘Perfect Shipping 
During that month all 
engaged in the distribution of 
the nation’s goods will make a 
special effort to reduce loss and 
damage in shipments to a min- 


Month.” 


imum. 


Transportation lines, suppliers 
and shippers will cooperate 
through more careful packing, 
handling and study of new 


methods. 


score. 


Every shipper will be doing 
his part toward making a perfect 
A top-notch opportunity 
to tell your story in TRAFFIC 
WORLD to shippers—whether it 
be railroad, 


steamship, motor 


truck, airline services or con- 


tainers, closures, shipping sup- 
plies or handling equipment— 
backed by nation-wide support 
through thousands of circulars, 


posters, meetings and speeches. 


TRAFFIC WORLD in its APRIL 1 ISSUE will present a comprehen- 
sive review of the achievements made in the improvement of ship- 


ping practices. 


Your story of new methods and new equipment 


and new services in that issue will reach the shippers* who originate 
over 2/3 of the nation’s freight—the big shippers—at a time when 
improvement in the methods of packing, handling, and transporting 


their goods will be foremost in their minds. 


And remember too, that 


TRAFFIC WORLD is a $10 a year ABC-ABP publication that packs 


real influence and prime readership. Reserve your space now! 


*Have all paid their $10. 


® TRAFFIC WORLD ® 


The Weekly 


418 So. Market Street 
Chicago, Illinois 


Newsmagazine of Transportation and Distribution 


512 Fifth Avenue 
New York, New York 


— 
a 


CONVINCING ECONOMY PROOF 


Gives More For Your Money...ani Proves it! 
STEWART-WARNER 


Stewart-Warner 
Launches Copy for 
New Refrigerator 


Chicago, March 16.—Stewart- 
Warner Corporation’s refrigerator 
campaign, described by company 
executives as part of the largest ad- 
vertising appropriation in the com- 
pany’s history, was Officially under 
way today in both general and trade 
magazines and a list of 197 news- 
papers. 

Stewart-Warner is confining its 
consumer magazine copy to The 
Saturday Evening Post. The first 
insertion appeared last week and 
will be followed by four more color- 
bleed pages between now and July. 
Illustration of the refrigerator itself 
dominates this copy, while other 
smaller box illustrations emphasize 
the new features which carry out 
the theme of the heading: “Again 
Stewart-Warner gives you more for 
your money ... and proves it!” 

This season’s line includes 12 
models, headed by the Dual-Temp. 
Four major improvements are being 
featured in copy for this model. 
They are an ultra-violet ray lamp 
air sterilizer, accurate control of 
two main chambers—one for frozen 
foods and another for regular foods 
—maintenance of 85 per cent rela- 
tive humidity and elimination of de- 
frosting, and rearrangement of 
evaporator affording more space. 

Cooperative copy, released by the 
company to its distributors, will 
play a major part in the campaign. 
Stewart-Warner retains definite 
control of this copy and will use 
197 newspapers. 

Growing popularity of frozen 
foods is evidenced in the design of 
the new Dual-Temp. This provides 
for a separate cabinet, directly 
underneath the regular food space 
for storage of frozen foods at a tem- 
perature averaging 22 degrees be- 
low freezing. Ice cubes are also 
stored here, thus making more 
space available in the upper chest. 
Recent tests, according to company 


executives, have shown that the 
frozen foods cabinet will accommo- 
date more than 50 pounds of food. 

The ultra violet ray lamp housed 
in the upper part is used to sterilize 
the air within the refrigerator, kill 
bacteria and prevent mold forma- 
tion on stored foods. 

Hays MacFarland & Co. is in 
charge. 


Michigan Senate 
Has Bill Barring 
All Liquor Copy 


Lansing, Mich., March 16—All 
liquor advertising in this state, in- 
cluding beer and wine copy, would 
be outlawed under a drastic meas- 
ure introduced in the state senate 
by C. Jay Town, of North Adams, 
a minister and an outstanding dry. 

His measure, which would in- 
clude newspaper, radio, film and 
every other kind of liquor adver- 
tising, was introduced “in response 
to great public sentiment,” he said. 
It would be illegal, under the terms 
of the bill, even to publish “signs, 
symbols, sounds or words suggest- 
ing or tending to popularize the use 
of any alcoholic beverages.” No 
liquor advertising sign could be 
placed on or near any public high- 
way; signs on property privately 
owned by those licensed to sell or 
serve liquor would be limited to 720 
square inches, and in no case could 
they be of “obnoxious, gaudy, 
blatant or offensive nature.” 


Reynolds Heads 


Canadian Association 

E. W. Reynolds, president of E. W. 
Reynolds & Co., Toronto, has been 
elected president of the Canadian 
Association of Advertising Agencies. 

Other new officers, elected at the 
recent Toronto convention, are J. W. 
Thain, A. McKim, Ltd., vice-presi- 
dent, and A. J. Denne of A. J. 
Denne & Co., secretary-treasurer. 
New directors are Thomas E. Walsh, 
of Walsh Advertising Company, and 
H. M. Tedman, of J. J. Gibbons. 


WHEN YOU THINK OF 


THE SMALL TOWN MARKET 


THINK OF 
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PROVING THE IMPOSSIBLE 


a ONE of the greatest bones of contention very few color combinations ever con- 
ceived that could not be faithfully repro- 


< : duced by the use of the three primary 
a “ colors and black. 


or in the printing arts has been the fuss 
uld about “limiting the artist's palette.” (The 
same applies to color photography.) We 


say let the artist use any colors he wants. Don’t cramp your artist's style because 
hes We will match them and do it so your you're told that it can’t be done. Try us. 
es. printer will satisfy both you and the artist. CHICAGO If we don't deliver, you get your 
si Engraving has been full of alibis ever money back. This is not a gag to get your 
ish, since the four-color process was invented. business. We put it in writing. 


Within our knowledge there have been We're etching to get ahead. 


COLLINS, MILLER & HUTCHINGS !¥¢: 


“1207 NORTH MICHIGAN AVENUE 
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Media Issue Makes 
Bid for Spotlight 
as Agency Function 


Lord & Thomas Shifts 
Emphasize New Trends 
in Market Approach 


Chicago, March 15.—A _ general 
prediction that new approaches to 
media and market analysis prob- 
lems may supersede pre-evaluation 
of copy as the year’s number one 
advertising topic was given empha- 
sis today in several changes under 
consideration by Lord & Thomas, 
and outlined by H. R. Van Gunten, 
director of media for the agency 
here. 


Result of Conference 


These changes have emerged 
from a recent conference of the 
agency’s media directors in New 
York which had as its chief objec- 
tive a closer alignment of agency 
thinking on media problems. None 
of the changes contemplates a shift 


in the agency’s plan of unit opera- 
tion. 

In addition to the problem of 
achieving closer alignment of intra- 
agency views on media selection, 
the conference emphasized such 
factors of general interest as the 
need for qualitative as well as 
quantitative circulation analysis; 
more thorough consideration of 
current and future magazine trends 
and a re-statement of agency atti- 
tude in media selection for its 
clients. 

The desire for closer alignment is 
based on the belief that similar 
products advertised under similar 
conditions would logically use the 
same type of publication schedules. 
This has not always been the case. 
To achieve this objective, media di- 
rectors and contact executives of all 
Lord & Thomas offices will hence- 
forth cooperate in forwarding all 
important information on media, 
markets and accounts to one office. 


Plan Monthly Bulletin 


This information will then be 
analyzed, compiled and re-issued in 
the form of a monthly bulletin. 
This frequent exchange of informa- 
tion is expected to result in a more 
nearly uniform approach to media 
problems in the various Lord & 
Thomas offices. Increased efficiency 


NAME WINNERS IN ADVERTISING CONTEST 


ore 


Mo 
ngonaa 


Ls 


Judges in the advertising competition sponsored by the Association of Gas 


Appliance and Equipment Manufacturers vote for their choices. 


Left to right 


are (seated) F. E. Sellman, chairman of the contest committee; Henry Ober- 
meyer, Consolidated Edison Company, New York; Earle Pearson, Advertising 
Federation of America; and (standing) Raymond C. Mayer of New York, public 


relations counsel. 


W. R. Squier, advertising manager, Washington, D. C., Gas 
Light Company, received first prize of $200. 


for both agency and client is seen 
as a natural by-product. 

Lord & Thomas executives have 
divided the media problem into 
several phases, one of which in- 


Just what your Budget Needs... 


for 


National 


Advertisers! 
A Real Money-Saver for You 


Consistent Schedules in I @ I Group 
Dailies Earn You Discounts up to 10% 
. . . From Each Paper Used 


Yo have always yearned for a set-up that would enable 
you to place more highly profitable newspaper advertising 

. and at the same time save money. 
prising 81 leading Illinois and Iowa dailies, makes this dream 
come true through its liberal Frequency Discount Schedule 


for national advertisers. 


Here is more good news. The Frequency Discount arrange- 
ment is not an “all or none” proposition. 


The 1 & I Group, com- 


Just ONE LETTER Required to 
Bring You Up-to-the-Minute 
Data on 81 Different Markets 


Stop guessing at the sales potentialities 
of the markets you want to cover 
simply because it is a whale of a job 
to write separate letters to each paper. 
The I&I Group system pares this work 
down to just one letter. 


Enjoy the prestige and time-saving 
ease of having complete, up-to-date mar- 
ket data right at your fingertips. 
Whether you want a few spot statistics 
or a consumer survey, one letter to the 
central headquarters of either state 
association brings prompt replies direct 
from the cooperating papers. 


You place your 


advertising in one or all 81 I&1 dailies and receive a Fre- 
quency Discount on the gross billing from each paper used 
upon completion of the required schedule. 


Think of the “budget headaches” this unparalleled plan 
It is designed to benefit both large and small 
Now you can really go after the extra profits 
awaiting you in these leading mid-western markets with new 
No longer is it necessary to pass up live 
markets because the old appropriation just won't “stretch.” 


eliminates. 
advertisers. 


ease and confidence. 


Let the discount savings help pay for schedules in addi- 
Write today for your copy of the [&I Fre- 


Daily 


403-04-05 Leland Bldg. 


tional papers. 
quency Discount Schedule. 


Extra Profits Ahead 
for Alert Advertisers 


The retail volume in Illinois and lowa 
is convincing proof that there is money 
to be “had” in these progressive states. 
With 
industrial income as a background, there 
is an active demand for practically every 
advertiser's product in these markets. 


a well-balanced annual farm and 


Reach your prospects through a me- 


dium that doesn’t depend on whim or 
fancy for consistent coverage . . 
daily newspaper. 


° the 
Cash-in on live Illinois 


and lowa markets in 1939. 


Newspaper League of Illinois 


Springfield, Illinois 


lowa Daily Press Association 


405 Shops Bldg. 


Des Moines, lowa 


cludes new types of magazines and 
newly developed techniques in in- 
terpreting the relative responsive- 
ness of audiences reached by these 
publications. Branching off from 
this phase is an expressed desire for 
greater development of leisure time 
studies. The latter would attempt 
to determine whether technological 
improvements have actually given 
the average individual more leisure 
time, or whether growing competi- 
tion for the use of this time has 
served to cut down the actual 
amount of time he spends in read- 
ing. 

That the question is as yet un- 
answered is shown in studies which 
emphasize the individual’s increased 
leisure time against those which 
show an increasing trend to digest 
and picture magazines offering news 
and features in condensed and pre- 
sumably time-saving form. 

Qualitative evaluation of circu- 
lation is held vitally important by 
the agency, especially in the maga- 
zine field, though the desire for this 
type of information does not indi- 
cate a disregard for numerical cir- 
culation as well. Lord & Thomas 
officials asserted that the increasing 
number of services making avail- 
able more qualitative material such 
as Starch and Gallup, is welcomed 
by advertiser and agency alike. 
Many publishers in the magazine 
field are also credited with supply- 
ing such data. Other market sur- 
veys held useful are those issued 
by the government, such as _ its 
“Urban Study of Consumer Pur- 
chasing Power.” 

One possible development, as a 
result of the agency’s media confer- 
ence, is a wider use of the group 
presentation plan. This plan has 
been used for several years in se- 
lection of media for Frigidaire ad- 
vertising (ADVERTISING AGE, Dec. 
19) and was originated by Lee 
Clark, Frigidaire advertising man- 
ager, to minimize waste of time by 
publication representatives. 

Briefly, it provides for magazine 
presentations to client and agency 
jointly, with all interested in the 
account hearing the representative's | 
story at the same time. 


Parker Pen Plans 


Five-Week Contest 


Parker Pen Company, Janesville, | 
Wis., will offer an award of five | 
$1,000 college scholarships or five 
$1,000 cash awards and 100 addi-| 
tional cash prizes of $25 to winners | 
in a series of five weekly contests to 
begin March 29. | 
Newsparers. radio. posters, and | 
window displays will be used to 
promote the contest. In addition to 
consumer prizes, retailers will also 
receive awards. Blackett-Sample- | 
Hummert, Chicago, is the agency. 


Gardner Announces 
Chicago Office 


The new Chicago office of Gard- 
ner Advertising Company. St. Louis, | 
is located in the LaSalle-Wacker 
bldg., 221 N. LaSalle street. 

It was previously reported that 
the office would be in the Builders 
bldg 


Outsiders Offer 
Industrial Admen 


Criticism, Ideas 


Newark, N. J., March 15.—Scores 
of criticisms and suggestions were 
presented here today when non- 
advertising men passed along their 
ideas about industrial advertising to 
the Eastern regional conference of 
the National Industrial Advertisers 
Association, at an all-day session 
conducted by Industrial Marketers 
of New Jersey. 

Attendance reached 300 for the 
annual dinner which climaxed the 
annual affair, with delegates present 
from Boston, Philadelphia, Newark, 
New York, and Gettysburg NIAA 
chapters. Stanley A. Knisely, di- 
rector of advertising, Republic Steel 
Corporation and NIAA president, 
was present and spoke at dinner. 

C. P. Gulick, chairman of the 
board, National Oil Products Com- 
pany, pointed out at a morning ses- 
sion that the needs and wants of 
people are seldom instinctive, and 
that advertising is a form of teach- 
ing which acquaints people with 
their wants. He added that indus- 
trial advertising men should be able 
to advise their superiors as to the 
“why” as well as the “how” of ad- 
vertising and merchandising. 


Looks for Future Sales 


G. E. Stringfellow, vice-president, 
Thomas A. Edison, Inc., declared 
that when he approves an advertis- 
ing appropriation, he is buying po- 
tential sales. Showmanship, he said, 
is what makes advertising a usable 
commodity. He gave an example of 
what he meant by showmanship in 
industrial advertising in the case of 
a campaign addressed to a particu- 
lar industry which showed that a 
product of that industry was used 
in making Edison batteries, thus 
bridging the gap between the two 
industries and building a mutuality 
of interest. 

Others who spoke included Merle 
Thorpe, publisher of Nation’s Busi- 
ness; M. A. Moore, comptroller, 
Hyatt Bearings Division, General 
Motors Corporation; E. D. Youmans, 
technical manager, Okonite Com- 
pany; R. C. Maddux, managing di- 
rector, New Jersey Council; Joseph 
Rosenthal, chief plant engineer, 
United Color & Pigment Company; 
John Barr, purchasing agent, Inger- 
soll-Rand Company; Arthur Yorke, 
treasurer, Hanson-Yorke, Inc.; 
Thomas J. Kehane, sales engineer, 
Worthington Pump and Machinery 
Corporation; and C. S. Ching, di- 
rector of public and industrial rela- 
tions, United States Rubber Com- 


| pany. 


Two Name Randall 


Fred M. Randall Company, Detroit, 
has been named to direct advertis- 
ing for Kold-Hold Mfg. Company, 
Lansing, Mich., maker of cooling 
and refrigeration units, and Gibson, 
Inc., Kalamazoo, manufacturer. of 
guitars and other stringed musical 
instruments. Business papers will 
be used for both accounts. 


ORDER 
—_-NOW— 


THE NEW 1939 
STANDARD 


ADVERTISING 
REGISTER 


It has been completely revised 
since January. it lists 12,000 
national and sectional adver- 
A tisers, giving 
all essential 
data for solicit- 
ing and sales 
promotion. 


NATIONAL REGISTER 
PUBLISHING CO., Inc. 


330 W.42nd St. 333 N. Michigan Ave. 
New York icago 
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ADVERTISING AGE 


WKY takes pride in the manner in which it 
serves Oklahoma’s largest radio audience with the 
real McCoy in make-believe . . . in its ability to build 
up one of the finest sound effects set-ups outside the 


network centers. 


WKY went to Hollywood for advice on its 
sound effects when the new studios were opened in 
1936. Likewise it drew on the experience of the 
network experts. Keeping up with constantly in- 
creasing demands for sound realism in studio pro- 
ductions is a job that WKY’s own staff has done 


most admirably. 


But to WKY, its sound effects facilities are simply 
symbolic of the faculty this station has always 
possessed for delivering the real McCoy in serving 


the public interest, convenience and necessity of a 
million and a half people. 

Listeners in Oklahoma seldom twirl their’ dials 
any more. They are satisfied to stick to 900 kilo- 
cycles and enjoy WKY ’s star-studded programs 
eighteen hours a day. Advertisers have conclusive 
proof of this when a WKY-produced show brings 
80,000 requests for song sheets in a single month. 


Above: The real McCoy in organs. WKY’s Kilgen is 
probably the largest ever built expressly for broadcasting. 


Below: The real McCoy in studio construction. Floors 
and walls are completely insulated from the building and 
from each other. 
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WKY (lahoma it 


NBC AFFILIATE ® 


900 KILOCYCLES 


THE OKLAHOMA PUBLISHING COMPANY @ THE DAILY OKLAHOMAN @ OKLAHOMA CITY TIMES @ FARMER-STOCKMAN 


KVOR, COLORADO SPRINGS @ KELZ, DENVER (Affiliated Management) @® REPRESENTED BY THE KATZ AGENCY, INC. 
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Shell Copy Barrage 
Hits ‘Screwdriver, 
Common Road Pest 


Motoring Courtesy 
Stressed As Curb on 
Traffic Toll 


San Francisco, March 15.—Shell 
Oil Company will follow up its 
“Stop and Go” campaign with a 
drive designed to win plaudits from 
a large share of the motoring pub- 
lic through promotion of good man- 
ners and common sense driving, ac- 
cording to details outlined today by 
R. G. Landis, in charge of adver- 
tising. 

A feature of the campaign will be 
organization of a “Share the Road 
Club” and a dramatization of one 
of the motorist’s chief pests, the 
“Screwdriver,” the chap who com- 
mits such errors as parking double, 
driving in the middle of the road 
and making left turns willy nilly. 

Shell’s previous emphasis on the 
cost of “Stop and Go” driving is 
tied in with the claim, “Stop traffic 


ADVERTISING AGE 


| boners and you cut Stop and Goj|support of many well known traffic | ROAD PEST ATTACKED 


|25 per cent.” 

| Magazines, newspapers, outdoor 
| posters and motion pictures will be 
j}used. The magazine list includes 
| Collier’s, Life, The Saturday Eve- 
_ning Post and Time. In addition, 
| Sunset and several other Western 
| publications will be used. A total of 
| 424 newspapers are scheduled. Copy 
in a large part of this list will con- 
| tinue in the bleed style inaugurated 
| by Shell last year. This was consid- 
|}ered unique because the black as 
| well as secondary colors were bled. 
|Several Midwest newspapers will 
attempt this type of copy this sea- 
json, Mr. Landis said. 

Shell claims another first—inso- 
far as oil companies are concerned 
|—in its plans to use technicolor 
“Minute Movies” 
| with an estimated weekly attend- 
| ance of 3,000,000. These films will 
be cartoon comedies featuring the 
droplets “Fast” and “Tuff” in a 
presentation of Golden Shell motor 
oil’s qualities. 

Walter Steig, cartoon expert in 
sophisticated humor, will devote his 
talents to the series of 24-sheet pos- 
ters. Cartoons on each of these 


will tie in with the logotype, “Shell 
Service Ahead.” 

The merit of Shell’s effort to pro- 
mote safe and efficient driving has 
won the company the testimonial 


in 475 theaters | 


| 


| 


jand 


experts. Among them is Lew Wal- 
lace, past president of the American 
Association of Motor Vehicle Ad- 
ministrators. Mr. Wallace’s picture 
signature appear with this 
statement: “Thoughtless or incom- 
petent drivers are themselves re- 
sponsible for at least 25 per cent 
of the traffic delays.” Mr. Wallace 
also asserts that elimination or ed- 
ucation of these drivers would save 
one-fourth of all motoring time, 
without the need for building an- 
other mile of road. 


Emblem Offered Gratis 


To those motorists who wish to 
join the “Share the Road Club,” 
Shell is offering a handsome em- 
blem to be attached above the li- 
cense plate. The emblem bears 
three mariners’ flags which mean, 
“IT am giving way.” There is no 
charge for the emblem. 

Scheduled for continuation in 
newspapers is the story style copy 
in which the Shell dealer humor- 
ously sounds off in a dialog with 
one of several customer “types.” A 
typical insertion is headed, “I an- 
swer crossword puzzles, too,” and 
tells of the dealer’s interlude with 


“Miss Robinson, the crossword 
puzzle expert.” 
“Miss Robinson,” it appears, is 


seeking an 11-letter word meaning 


4 
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Take the keal 
TROY 
fora Real Test! 


More than 96.3°/, of total cir- 
culation of the city's sole dailies is 
within the actual zone of influence; 


Troy ranked TENTH among only 
43 Middle Atlantic cities, regard- 
less of size, mentioned by adver- 


tising executives in a Ross Federal 


—Sales Management survey on 


test markets. 


Among salient factors making 


the REAL* Troy so 


vantageous for testing: 


119,324 
consumers within the 3!/2- 


mile A.B.C. City Zone 


More _ than 


radius; 


Concentrated audience makes 


selecting outlets and checking re- 


sults easy; 


ad- 


= MORNING and EVENING 


The cost is low, for 12c 
per line in a single medium 
—The Record News- 
papers — buys complete 
coverage. 


JA. 
VIGER 
ADVERTISING 
MANAGER 


Shell Oil's latest safety drive seeks to 
exterminate the brand of motoring haz- 
ard epitomized by the ‘screwdriver.’ 


“reduces friction.” Quite naturally 
this gives the dealer his opportu- 
nity to talk about “Golden Shell” 
and “lubrication,” both of which 
have the requisite number of let- 
ters. 

Outlining the new Shell program, 
Mr. Landis also said that Shell 
Glass Kleanzit and Shell furniture 
polish, two of the several special- 
ties made by the company, would 
be advertised in Good Housekeep- 
ing and the Ladies’ Home Journal. 

J. Walter Thompson Company is 
the Shell agency. 


G-E Pertects 
Five-Color 


Cooking Process 


Cleveland, March 16.—Wives of 
advertising men are expected to be 
especially intrigued by General 
Electric Company’s “five color 
process of cooking,’ made possible 
by its new line of electric ranges, 
J. R. Poteat, sales manager of the 
water heater and range division, 
said today. A considerable volume 
of advertising will support the new 
method. 

The five color process is made 
possible by use of Tel-A-Cook 
lights, the color in each case indi- 
cating the intensity of the heat. 
When the switch is flashed on, the 
light turns red, indicating the start- 
ing stage. The second light is green, 
allowing the cook to begin opera- 
tions. The blue light means “warm” 
for simmering. Yellow is the fry- 
ing heat and purple is the signal for 
boiling. 


Sears Is New Sponsor 
for “Musical Clock” 


Sears, Roebuck & Co. on March 
20 will be the new sponsor of one 
of radio’s oldest continuous fea- 
tures, the “Musical Clock” broad- 
cast over Station WBBM, Chicago, 
7:30-8:30 a. m. daily. 

Marshall Field & Co. has spon- 
sored the show since its inception 
in 1931. Halloween Martin, “voice” 
of the clock during this period, will 
continue in this role for Sears. Mc- 
Junkin Advertising Company is the 
agency for Sears, while Charles 
Daniel Frey Company has been 
handling the account for Field dur- 
ing recent months. 


Western Agency Named 


DeKalb Agricultural Association, 
DeKalb, Ill., producer of hybrid 
seed corn, has appointed Western 
Advertising Agency, Chicago, to 
handle its account. Farm papers 
and radio will be used. 


Le Baron Promoted 


James Le Baron, of the New 
York sales staff, has been appointed 
Eastern advertising director of 
Child Life, New York. 


Gorham Switches 
Copy Appeal to 
Eligible Damsels 


(Picture on Page 31) 


Providence, R. I., March 15.— 
Although marital happiness is the 
underlying theme of its spring sil- 
verware advertising campaign, not 
a single picture of a bride in a tulle 
veil will grace Gorham Company 
copy, it was revealed today. 

Instead the silversmiths will con- 
centrate on appealing to the roman- 
tic instincts of unmarried young 
women between the ages of 16 and 
25, stressing the part that silver 
plays in the plans of young couples 
who look forward to their wedding 
day. The change from the tradi- 
tional “post-marriage’ Gorham 
copy was dictated by the discovery 
that girls frequently set their hearts 
on a particular silver pattern even 
before they acquire a fiance. 


Copy Features Photographs 


Opening advertisements in the se- 
ries feature photographs of attrac- 
tive young couples in glamorous 
settings, with selected patterns from 
the Gorham line sharing the inter- 
est. Headlines read “Have you a 
Cruise Conquest?” and “To Young 
People with Plans.” 

Copy stresses pride of possession, 
economy and the long-lasting quali- 
ties of sterling silver. Written in a 
light vein, a typical message reads: 
“Planning your wedding? .. . plan- 
ning your life? Planning to be at 
your silver wedding, smart and 
successful and still in love with 
each other? Begin by choosing Gor- 
ham sterling silver. It sets the style 
of your new life.” 

The magazine schedule includes 
American Home, Bride’s, Good 
Housekeeping, Harper’s Bazaar, 
House and Garden, House Beautiful, 
Ladies’ Home Journal, Mademoiselle, 
Town and Country, and Vogue. 


Holbrook With Best 


Rossiter Holbrook, head of the 
marketing and advertising depart- 
ment of the College of the City of 
New York, has been appointed vice- 
president in charge of marketing of 
Frank Best & Co., New York. Mr. 
Holbrook was formerly sales and 
advertising director of Rolls Razor 
Inc., New York. 


Kent Joins Agency 

Jerome Kent has joined the copy 
staff of Rosette & Hartwig, Inc., 
New York. He was formerly adver- 
tising manager of Polly Perrey Com- 
pany, New England department 
store chain. 


Starts Soap Drive 


Morny, Ltd., London, has started 
an advertising campaign in national 
magazines for Morny soap through 
S. T. Seidman, Advertising, New 
York. M. K. Cohen, New York, is 
United States distributor. 


“Pipe” to Bow 

Pipe, a publication devoted to the 
steel and metal pipe industry, will 
be published by Atlas Publishing 
Company, New York, in April. 


SAYS THE IRD WO KHIOWS 


rs) DO YOU HAVE THE 
© | WHITE SPOT BEFORE 
fa) YOUR EYES ? 
v 
. Jy y Thats a good sign- 
° 


Especially (Fyou ole 
see the fact thatit's 


Covered by 
Tat Gf ea We 


World-Herald 


Netionel Representatives: O'Mora & Ormsbee. inc. 
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Resume Climalene 
Sampling with 
Tiny Package 


Canton, O., March 16.—Empha- 
sizing the factor of economy, Clima- 
jene Company is using one of the 
smallest samples on record in a test 
begun in Chicago this week, in 
which 700,000 homes will be visited 
during the next eight weeks. The 
Climalene sample consists of less 
than one ounce, wrapped in a cir- 
cular enclosed in an envelope. The 
circular suggests two uses for the 
cleanser and water softener: 1, 
Pour half the package in a dishpan 
of water and use it on the dishes; 


Sell the 
he 


| 2, Mix the other half with water 
r cleaning woodwork, floors, and 
| tile. 

Climalene also departed from 
precedent in abandoning its regu- 
lar package in the big sampling 
operation, although it secured the 
same result by reproducing the 
color and shape of the package on 
a cellophane wrapper. The cello- 
phane tended to glorify the prod- 
uct, crystal white in color. 

The Big 4 Advertising Carriers, 
Chicago, are distributing the sam- 
ples to 600,000 homes with uni- 
formed men, while 100,000 homes 
difficult to reach by carrier are 
being sampled by mail. The sam- 
pling is from house to house in dis- 
tricts above the average in income. 


“Journal” Shifts Pachuta 


Edward Pachuta, formerly classi- 
fied advertising manager, has joined 
the advertising sales staff of Farm 
Journal and The Farmer’s Wife, 
Philadelphia. 


Gets Santa Maria Soap 


Hegemann-Weber Soap Mfg. 
Company, Chicago, has named 
Newby, Peron & Flitcraft, Chicago, 
to handle advertising of Santa 
Maria castile soap. Newspapers will 
be used. 


Henderson with “Tribune” 


David Henderson, formerly with 
Standard Magazines, New York, has 
joined the advertising staff of the 
New York Herald Tribune. 


Number 2 of a Series of Advertisements 


Rolls Razor Names Head 


Rolls Razor, Inc., New York, has 
elected G. Brown president 
and general manager, succeeding 
Edwin H. Schiffer, resigned. Mr. 
Brown was formerly with Ingersoll- 


Waterbury Company as_ general 
sales manager. 
Pond Appoints Korn 


Pond Pharmacal Company, New 
York, has appointed J. M. Korn & 
Company, Philadelphia, as mer- 
chandising and advertising counsel. 


Starts Boston Agency 


C. D. von der Lippe has opened 
offices at 10 Post Office Square, 
Boston, to specialize in industrial 
advertising. 


Written by National Geographic 


Me Srrmenggs Zz. te Vny 
a ag ee fae —_ 


First. Million First 


Advertisers 


NATIONAL GEOGRAPHIC MAGAZINE : WASHINGTON, D. C. 


NET PAID CIRCULATION EXCEEDS 1,000,000 


ae 


EASTER APPEAL 


= tke Lage 


Armour's famous trademark character is 
blown up to full life-size proportions in 
this new spring display, lithographed in 
eight colors by Magill - Weinsheimer 
Company, Chicago. The display stands 
72 inches high. 


Foresees Public 
Demand for Looks, 
As Well As Utility 


Chicago, March 15.—The beauty 
of the New York World’s Fair will 
change the attitude of the public 
toward many of the products of 
ordinary use and increase the de- 
mand for goods which possess not 
only utility, but good looks, Dr. 
Dudley Crafts Watson, of the Chi- 
cago Art Institute, told the Agate 
Club this week. 

With increasing leisure time made 
possible by today’s mechanical and 
industrial developments, Dr. Wat- 
son predicted that the public will 
be more interested in the enjoy- 
ment of beauty. Thus knowledge 
of the fine arts as a background for 
the service of the public through 
the production of goods and adver- 
tising will soon be accepted as a 
necessity for all business men, in- 
cluding advertising executives. 

The speaker added that interest 
in the wonders of today’s mechan- 
ical age will probably reduce the 
appeal of the pretty girl in adver- 
tising. 

Dr. Watson said that while 
women are in the great majority 
in attendance at art events, men 
are becoming more interested, as 
the number of men who visit the 
special events of the Art Institute 
has increased in the past few years 
from 10 to 20 per cent of the total. 


Smith to Kastor 

William B. Smith has been ap- 
pointed research director of H. W. 
Kastor & Sons Advertising Com- 
pany, Chicago, coming from Procter 
& Gamble Company. His appoint- 
ment will permit Robert W. Tanne- 
hill to concentrate on merchandis- 
ing and premiums. 


Starts Consumer Drive 


First consumer copy for Harris 
Elastic Products Company, New 
York, featuring its Tubular Knit 
braces, will appear in the World’s 
Fair issue of Esquire April 15. Em- 
bassy Advertising Company, New 
York, is the agency. 


Best Gets Antiseptic 

Wright R. Baker, Inc., Ossining, 
N. Y., has appointed Frank Best & 
Co., New York, to handle the ad- 
vertising of Stirizol, antiseptic and 
mouth wash. Magazines, newspa- 
pers and farm papers will be used. 


New Post for Eichhorn 


William H. Eichhorn, formerly 
with Brown Advertising Agency, 
New York, and previously with 
United Advertising Agency, New 
York, has joined Grant & Wads- 
worth and Casmir, Inc., New York, 
as account executive. 
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Hurry-Up/Advertising 


You remember the story of the 


for a farm journal. He was told of 
the valuable information it would 
give him on planting and cultivat- 
ing his crops. His unanswerable ar- 
gument was, “What’s the use of 
subscribing? I ain’t farming now 
near as well as I know how.” 

A lot of advertising is in the same 
category. It isn’t as good as those 
who produce it could turn out, pro- 
vided the opportunity to do the very 
best job were afforded. Too much 
advertising, it is generally agreed, is 
rushed out hastily, because of de- 
layed decisions and hurry-up orders 
once the decisions have been made. 
Important money is spent without 
any assurance that the advertising 
it buys is the best that could have 
been produced. 

Copy-testing has revealed a lot of 
things about advertising. But how 
generally is copy tested? Not nearly 
as often as the amount of discussion 
on the subject would suggest. 
Everybody is interested in the idea 
of testing copy, at least from an 
academic standpoint, but when it 
comes to actually testing a piece of 
copy or a whole campaign, it seems 
difficult to find the time to do it. 

The advertiser is partly to blame. 
Usually plans are held up until the 
last moment, and when the decision 
is made to go ahead, the advertiser 
wants immediate action. That de- 
mands rushing through production 
and taking less rather than more 
than the normal amount of time to 
check every detail to make sure that 


| the advertising 
farmer who was asked to subscribe | 


is the best it is 
possible to turn out for that par- 
ticular job. 

The agencies are also partly to 
blame, because they realize that 
copy-testing requires additional 
work in producing two or more 
campaigns to be tested, as well as 
the time and effort needed to check 
and compare results before the pre- 
ferred campaign is decided on and 
released. Thus copy-testing makes 
agency costs higher, and the agency 
as a rule does not insist that copy 
be tested before it is released gen- 
erally. 

Advertising men as a class take 
their responsibilities seriously. They 
are sincerely desirous of making the 
expenditure of the money with 
which they are entrusted a 
profitable investment. But circum- 
stances favor hasty and untested 
advertising being run, as against 
carefully thought out campaigns, 
checked and double-checked. 

One approach to the problem 
would be for advertisers and agen- 
cies to experiment constantly with 
restricted campaigns, largely of a 
mail-order character, as a means of 
establishing general principles rela- 
tive to size of space, headlines, posi- 
tion, frequency of insertion, color 
and the other determining factors in 
advertising costs and results. Such 
constant experimentation should 
yield not only specific data, but gen- 
eral conclusions which would be 
helpful in determining the character 
of larger campaigns run without the 
benefit of individual copy-testing. 


John Bull on Radio 


Americans who have criticised 
radio in this country because of the 
volume of commercial broadcasts, 
and have looked upon the British 
Broadcasting Corporation as the 
ideal set-up from the standpoint of 
listener service, may be interested 
to know that Great Britain is not 
at all certain that it is on the right 
track. 

The British know that many of 
their programs are of little or no 
interest to their listeners, and that 
consequently Continental stations 
such as those in Luxemburg and 
Normandy command large audi- 
ences in Great Britain. They know, 
too, that these foreign stations are 
receiving important revenues from 
commercial sponsors who are tak- 
ing advantage of the desire of Brit- 
ish listeners to enjoy programs more 
entertaining than those available 


from BBC stations. 

Proving that they are at least 
open-minded, BBC recently pre- 
sented a broadcast in which the 
pros and cons of commercial broad- 
casting were debated. The improve- 
ment in programs which might 
result from the ability of commer- 
cial sponsors to use time was sug- 
gested, together with the revenue 
which would accrue to the industry. 

Great Britain is willing to admit 
that its programs are below the 
quality of commercial programs 
in this country. Perhaps it will open 
the doors to advertisers. In the 


meantime, Americans may be reas- | 


sured to learn that the high quality 
of radio here, dependent as it is on 
commercial support, is the envy of 
other nations whose broadcasts may 
be “non-commercial” and are surely 
non-entertaining 


—— 


FLASH! LATEST IN PREMIUM STUNTS 


oe T= 


— 
—_—— 
—_—_—— 
——_—$ 
eee 
——— ae 


r aE 
se 


“It's a mystery. 


ARP Advertising 

Even with headlines 
the news of a triple 
what was 


screaming 
invasion of 
Czechoslovakia not so 


bgt +” | 
- SHELTERS 


NO 
KW 852 


CONSTRUCTORS LTD 
mg ee bate 


long ago, it is difficult for Ameri- 
cans to get really worked up about 
the realities of war. But in Europe, 
the advent of war seems to be gen- 
erally, and almost casually accepted. 
There is no argument about whether 
there will be war; there is only 
general agreement that all possible 
steps should be taken to mitigate 
the horror and damage when war 
strikes. 

The advertisement shown here, 
from the March issue of Industry 
Illustrated, an industrial business 
paper published in London, is an 
example. It is not remarkable be- 
cause it is the only advertisement 
of its type in this business paper; 
on the contrary, the paper itself is 
remarkable because of the number 
of advertisements of this type: cur- 
tain and blind devices to make 
factories light-proof — camouflage 
paints—fire fighting equipment de- 
signed for particular use in connec- 
tion with bombing raids—hangers 
for storing oilskin suits, gloves, 
hoods, gas masks—eye lotions to 
counteract the effects of gas fumes 
—sandbags —chemical toilets for 
use in air raid shelters—these are 
the type of services and supplies 
most prominently advertised in this 
business paper. 

And one of the leading articles is 
|} a report of the Office Management 


Association on “The Protection of 
| Business Records Against Air 
Raids.” 


Student Enterprise 


He was turned 


AN 


Country Gentleman 


in with the car.” 


Ad-libbing 


the school of journalism there, has 


nothing to do with advertising, and | 


therefore shouldn’t be mentioned 
here. We've been looking through 
this 64-page issue, however 

“the largest single issue in the 30 
years’ life of the Missourian, and, 
for today at least, the largest news- 
paper published in the state of Mis- 
souri”’ . and we don’t see how 
we can avoid mentioning it. For 
this excellent newspaper, of which 
many a larger city would be proud, 
is entirely the work of students in 
the University of Missouri School 
of Journalism. Journalism and 
Missourians can be proud of this 
school, and of the anniversary edi- 
tion, which is offered “as evidence 
of the training, instruction and abil- 
ity of the students enrolled in the 
school.”” And very excellent evi- 
dence it is. 


Jottings 


A novel paint merchandising 
plan used by Colfanite Products 
Company is said to have tripled 
volume at lower cost. Colfanite 
found that sales soar when dem- 
onstrations are staged, and that it 
was profitable to keep permanent 
demonstrations in large stores. But 
sales always slumped in stores in 
smaller cities after the demon- 
strator left town. So Colfanite, 
nothing daunted, solved the prob- 
lem by hiring married couples who 
travel together from one small town 
to another, with husband selling 
and wife demonstrating. The plan 
is self-liquidating because dealers 
pay the lady 20 per cent commis- 
sion on business she attracts and 
her husband 20 per cent on whole- 
sale sales made... 

One of our purist readers com- 
plains about the recent advertise- 
ment of a New York optometrist 
which features Benjamin Frank- 
lin’s contribution to the spectacle 
industry. “He signed the Declara- 
tion of Independence with the spec- 
tacles he invented,” the copy says, 
and our purist says, “Nuts, he prob- 
ably signed it with a pen.” .. 

Bill Rankin is helping to gather 
a fund to help needy British adver- 
tising men, as a memorial to Sir 
Charles Higham, London agency 


executive who was well known 
here, and who died recently. It’s 
a good idea—how about a similar 


fund to operate on this side of the 
ocean? ‘ 

We've heard many a good word 
about the effectiveness of the writ- 
ten postcard, signed “Phil,” which 
American Airlines sent out re- 
cently. The message: “Beg, bor- 
row or steal a copy of the February 


Perhaps the anniversary issue of| issue of Fortune magazine and read 
the Columbia Missourian, commem-|the inside story of why American 


orating the centennial of the uni- | Airlines, Inc., 
of | air line.” 


versity and the 30th birthday 


is America’s leading | 
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Information 
| for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
| ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1472. 

Limit. 
| Conde Nast Publications, Inc., has 
| issued this summary of results of a 
travel survey among Vogue and 
House & Garden subscribers. Ques- 
tionnaires, which went to 6,000 sub- 
scribers in 29 cities not adjacent to 
New York, indicate that 65 per cent 
of Vogue’s readers and 62 per cent 
of House & Garden’s readers intend 
to visit the New York World’s Fair. 


No. 1473. 
kets. 


Redbook has issued this compila- 
tion of the circulation of two weekly 
magazines, two newspaper supple- 
ments and the combined circulation 
of Redbook, Cosmopolitan and 
American. Figures are presented 
on a state-by-state basis for all 
communities of more than 10,000, 
arranged by population § groups. 
Totals are given for all communi- 
'ties over 10,000, for communities 


Beyond the 500-Mile 


Coverage of Major Mar- 


under 10,000, and for the entire 
state. 
No. 1474. Why Must Business 


Films Be Educational? 

This small booklet is one of a 
series issued by Atlas Educational 
Film Company providing service- 
able information for those who 
want to know more about the appli- 
cation of motion pictures and slide 
films to business problems. 


No. 1469. This Matter of Catalogs 
in Industrial. Marketing. 

This 16-page booklet, issued by 
Sweet’s Catalog Service, sum- 
marizes specific information on the 
subject of industrial catalogs, re- 
ceived from 3,310 important engi- 
neers and industrial buyers. The 
data includes the place of the cata- 
log in buying procedure, kinds of 
catalogs industrial buyers find most 
useful, and practice regarding main- 
tenance and use of catalogs. 


No. 1470. The Only Master Key. 


In this folder, Radio Station 
KDKA, Pittsburgh, explains its 
term, the “master market,” with a 
description of territory and radio 
families. A map completes the pic- 
ture of the station’s coverage of the 
market. 


No. 1464. A Private Audition. 


Radio Station WMC, Memphis, 
has issued this new study of the 
Memphis trading area, giving tabu- 
lations of population, radio homes, 
spendable incomes and other market 
data, by counties, for the station’s 
day and night coverage. Facts 
about WMC’s facilities, programs, 
and merchandising helps are cov- 
ered in detail. 


No. 1471. 
tion. 
The Toronto Daily Star has issued 
this brochure, which gives a com- 
plete analysis of distribution, linked 
with market data, showing coverage 
in important buying centers and 
smaller towns and villages. The 
study includes a circulation com- 
parison of Toronto dailies, and 4 
table of total display advertising 
from 1904 to the year ending Sept. 
30, 1938. 


No. 1468. Retail Sales and Distri- 
bution by Brands. 


This survey, issued by Elks Mag- 
azine, estimates the annual volume 
of retail sales handled by Elks clubs 
of the country at more than $21,- 
000,000. Over half of this amount 
is accounted for by liquor sales, the 
survey shows. Annual dollar vol- 
ume is given for food, liquor, beer, 

cigars and cigarettes, with brand 
| preferences itemized. 
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Baking products and 


ADVERTISING AGE 


Because the Tribune, seven days a week, 
reaches Chicago’s largest con- 
stant audience, general grocery 
advertisers last year spent more 
money in the Tribune than in 
any two other Chicago news- 


papers combined. 


beverages . . . dairy products and soaps 


and cleansers . . . breakfast foods and meats, fish and poultry 
—these are items bought every day of the week by Chicago 


housewives. 


In order to keep brand-names and package designs fresh in 
the minds of Chicago women, general grocery advertisers last 
year spent 44% of their Chicago newspaper advertising bud- 


gets for Tribune space. 


This was more than they spent in any two 
other Chicago newspapers combined. Ex- 
perience demonstrates that the primary, all- 
purpose advertising medium in Chicago is 
the Tribune. 

Every day of the week, the Tribune is 
read by more than 725,000 families living 
right in Chicago and suburbs. This is a 
majority of all the families in metropolitan 


Chicago—and practically as many as are 
reached by any two other Chicago news- 
papers combined. 

No matter what you sell... or to whom 
you sell... the Tribune reaches more poten- 
tial purchasers of your product than any 
other medium you can use in this market. 

Rates per 100,000 circulation are among 
the lowest in America. 


Chicago Tribune 


THE W 


ORLD*S GREATEST NEWSPAPER 


SLA Crving Hicaw fo SUTVEARS i> 


Average net paid total circulation now over 900,000 daily—Over 1,100,000 Sunday 


_ 


~ 


Here’s what 
Chicago grocers say about 
Tribune selling influence: 


‘Products promoted in the Trib- 
une are the products our custom- 
ers specify eight times out of ten, 
for almost all Oak Parkers are 
Tribune readers,’’ says Frank L. 
Strickland, Oak Park grocer for 
forty-two years. 

FRANK L. STRICKLAND, 


Grocer 
721 Lake Street, Oak Park, Ill. 


“I'd rather handle a product ad- 
vertised in the Tribune than one 
using twice as much space in any 
other Chicago newspaper,’’ says 
Clemens W. Musbach, Chicago 
grocer for thirty-three years. 
CLEMENS W. MUSBACH, 
Grocer 
4342 West Madison Street 


“The secret of making money in 
the grocery business is a good 
store in a good location and a 
good stock of Tribune-advertised 
products. I know this is true be- 
cause the majority of my cus- 
tomers are the Tribune’s custom- 
ers,’ says C. J. Nordeen, Chicago 
grocer for many years. 
Cc. J. NORDEEN, Grocer 
3235 Bryn Mawr Ave. 


‘“‘My customers almost without 
exception are Tribune readers. 
So products advertised in the 
Tribune are the products that 
are in demand here,”’ says Lou 
Harris, Chicago grocer for thirty- 
two years. 
LOU HARRIS, Grocer 
1374 East 55th Street 


‘*The money-makers are the fast 
movers. And the fast movers are 
the ones backed by advertising 
in the newspaper. As most of my 
customers read the Tribune, 
products promoted in the Tribune 
are our real money makers,”’ says 
A. S. Trudzinski, Chicago grocer 
for twenty-nine years. 


A. S. TRUDZINSKI, Grocer 
550 North Trumbull Ave. 


“I make it a rule to stock the 
items which have the benefit of 
advertising in the newspaper. 
Products advertised in the Trib- 
une have always been the best 
movers because most of our cus- 
tomers read the Tribune,”’ says 
William H. Maxted, Chicago 
grocer for thirty-one years. 


WILLIAM H. MAXTED, 
Grocer 
349 South Cicero Ave. 


“I have always found it advis- 
able to push the products which 
are good advertisers in the news- 
paper. The majority of my cus- 
tomers read the Tribune, so it is 
not surprising that products pro- 
moted in the Tribune are my 
specialty,”’ says John H. William- 
son, Chicago grocer for twenty- 
eight years. 
JOHN H. WILLIAMSON, 
Grocer 
7734 Cottage Grove Ave. 


“I think I know what my cus- 
tomers are going to want and I 
always have plenty of it on the 
shelves. Eight times out of ten 
they are going to ask for prod- 
ucts promoted in the Chicago 
Tribune,”’ says Paul W. Berezny, 
Chicago grocer for many years. 


PAUL W. BEREZNY, Grocer 
4012 Irving Park Blvd. 


“‘What my customers want is very 
likely to be the products they see 
pictured and described in the 
Tribune. Just about all my cus- 
tomers are Chicago Tribune 
readers,’’ says Ralph Pope, Chi- 
cago grocer for twenty years. 


RALPH POPE, Grocer 
2010 East 71st Street 
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Miss Hopper Finds 
That the FTC 
Doubts Her Charm 


Washington, D. C., March 14.—An 
era came to an end yesterday when 
the Federal Trade Commission de- 
cided that the lure, real or alleged, 
which Edna Wallace Hopper has 
exercised both in person and in a 
promotional way for many beauty 
aids, was a lure no longer. 

The FTC, apparently unmindful 
of earlier years in Miss Hopper’s 
career when her charms were good 
enough for $2,500 a week on the 
vaudeville circuit and proposals 
daily from those who didn’t know 
she was married, cast a cynical eye 
over copy for the Edna Wallace 
Hopper Special Restorative Cream 
which read: 


Objects to Statement 

“‘T am past sixty,’ says Edna 
Wallace Hopper, ‘yet boys scarcely 
above college age often try to flirt 
with me. I’ve been booked from 
one theater to another as the one 
woman in the world who never 
grew old.’” 

The FTC also objected to certain 
representations made in copy for a 
White Youth Pack. Both products 
are made by Affiliated Products 


ne 


Company, Jersey City, the owner of 
the business formerly conducted by 
Edna Wallace Hopper, Inc. 


Court Tangle Recalled 


The complaint issued by the FTC 
follows closely on the assertion by 
Miss Hopper, in a _ recent court 
battle, that the company was un- 
fairly making use of her name. Miss 
Hopper brought suit in Chicago a 
year ago asking damages of $200,000 
from Affiliated Products and several 
other companies. 

While the court dismissed her 
suit in October, Miss Hopper’s al- 
legations revealed that she had not 
been directly associated with the 
company for some time. The pres- 
ent use of her name apparently 
dates back to an agreement, men- 
tioned by Miss Hopper as being 
made in 1922, whereby she turned 
over all “trade secrets” and the use 
of her name for a 10 per cent share 
in future business. Her charges in- 
cluded an accusation that her 
photograph in advertising copy had 
been replaced by that of another 
woman though still bearing her 
name. 

Denying these charges, the de- 
fendants rested and won the case 
chiefly on the ground that too long 
a time had elapsed to give Miss 
Hopper’s claims any standing in 
court. Judge Patrick T. Stone, of 


the U. S. District Court in Chicago, 
was one of the few privileged to) 
learn one of the facts at issue in 
the present controversy. When 
queried in court, Miss Hopper re- 
fused to publicly announce her age. 
She did, however, write it on a slip 
of paper and handed this to the 
judge. So far, Judge Stone hasn't 
told. 


Bar “Liquid Laxative” Claim 


Other FTC action this week in- 
cluded an order barring Dr. W. B. 
Caldwell, Inc., Monticello, Ill., from 
certain copy claims on Dr. Cald- 
well’s Syrup Pepsin and Syrup of 
Pepsin. The order forbids the com- 
pany to represent that doctors and 
hospitals prefer liquid laxatives un- 
less such representation is qualified 
by an equally conspicuous state- 
ment that any such preference is 
limited to those cases where diag- 
nosis of the disorder and the pa- 
tient’s reaction to various types of 
laxatives indicate that the use of a 
liquid laxative is preferable. 


Freund Handles Whisky 


Gordon O’Neil Company, New 
York, distributor of Red Top rye 
whisky and Baltimore Club, has 
named Morton Freund Advertising, 
New York, to direct its account. A 
newspaper campaign on Red Top 
rye whisky will begin at once. 


How to Reach the Men Who Buy 


Only control turns circulation 
into thorough market coverage 


The job of a business magazine editor is to 


attract the attention and reading 
“type” of man. 
knows very well, there are many 
any specific market of the right 
The ca 
thority to buy is not delineated 


interest. 


there are actual buyers. 


A group of publishers some years ago recog- 


nized this fact, and did someth 
They said, “The editorial quality 
tion merely decides how well the 
if it has a chance. 


100° opportunity for reading b 


power of our specific markets. We will control 
our circulations as well as our editorial appeal. 


Under aceurate control we will put our maga- 


But, as every sales manager 


Let us give our periodicals 


of a certain 
market-wise. 
more men in 
“type” than 
pacity or au- 


by editorial 


ing about it. 
of a publica- 


book is read 


y the buying 
efficiency. 
your markets 


ticated facts. 


zines before just the men our advertisers must 
sell, not part of them but all of the key men, 
We will not waste circulation on 
men without buying capacity or authority. We 
will save a great deal on costly subscription 
sales work and thus be able to do a better edi- 
torial job and a thoroughly scientific job of 


accurate market coverage.” 


It is obvious that such an achievement was 
possible only with controlled circulation. What 
a success it has been is attested by the praise 
of many alert advertisers who have long profited 
by this more scientific approach to advertising 
Any C, C, A. 


publication serving 


is prepared to give you authen- 


TWIS ADVERTISEMENT IS SPONSORED AND PAID FOR BY THESE LEADING C. C. A. PUBLICATIONS 


AMERICAN POLICE REVIEW 
BAKERS REVIEW 


BANKERS MONTHLY 

BETTER ROADS 

BEVERAGE RETAILER WEEKLY 
COMPRESSED AIR MAGAZINE 
CONSTRUCTION DIGEST 


CONTRACTORS AND 
ENGINEERS MONTHLY 


DIESEL PROGRESS 

DRUG TOPICS 

DUN’S REVIEW 

ELECTRIC LIGHT & POWER 
ELECTRICAL DEALER 


ELECTRICAL 
MANUFACTURING 


EXCAVATING ENGINEER 
FLEET OWNER 


CONTROLLED 


GOLFDOM 


HITCHCOCK’S MACHINE 
TOOL BLUE BOOK 


HOSPITAL TOPICS & BUYER 


INDUSTRIAL EQUIPMENT 
NEWS 


INDUSTRIAL POWER 
INDUSTRY AND WELDING 
JOBBER TOPICS 

LIQUOR STORE & DISPENSER 
MACHINE DESIGN 

MEAT 

MEDICAL ECONOMICS 


CIRCULATION PUBLICATIONS 


MILL & FACTORY 
MODERN MACHINE SHOP 
NATIONAL JEWELER 
NEW EQUIPMENT DIGEST 


The OFFICE 
Magazine of Office Equipment 


PETROLEUM MARKETER 
PREMIUM PRACTICE 
PROGRESSIVE GROCER 
ROADS AND STREETS 
RUG PROFITS 

SODA FOUNTAIN 

SUPER SERVICE STATION 


SYNDICATE STORE 
MERCHANDISER 


TIRES 


WHAT'S NEW IN HOME 
ECONOMICS 


WOOD PRODUCTS 


LABEL HELPS OVERCOME INERTIA 


By the Authority of the POST OFFICE DEPARTMENT OF THE 
UNITED STATES, Bloomingdale’s offers A NEW POSTAGE- 
PREPAID LABEL for your Convenience in Ordering by Mali 


THIS LABEL 


can be clipped from this 
newspaper pasted on 
any regular envelope and 
mailed without a stamp. 


| BUSINESS REPLY LABEL | 


MAL OfD8R 


RL . j '] * 
Leargion Ave. af SM Street 
NEW YORK, NY. 


sme 


This idea, originated by Bloomingdale's, is designed to make it easier for anyone in the 
United States to order the attractive, low priced items Bloomingdale's so often presents. 


Business Reply 
‘Label’ Produces in 
Newspaper Copy 


New York, March 14.—Advertis- 
ers are viewing with interest the 
recent successful experiment of 
Bloomingdale’s department store in 
coaxing more mail order returns 
from newspaper display advertising 
by means of a _ business reply 
“label,” printed as a regular part 
of the copy. 

The label, conceived by George 
Jellenik, assistant to I. A. Hirsch- 
mann, director of advertising and 
publicity, differs from a normal 
business return card only in the 
terminology which designated the 
device as a “label.” In the two 
tests thus far conducted by the 
store, conspicuous copy has been 
used to instruct customers to cut 
out the label, paste it on the face 
of an envelope containing the order 
for merchandise and mail it in 
without a stamp. 


Aids Economy Minded 


The idea is designed to overcome 
both the inertia and economy mind- 
edness of customers who don’t 
want to go to the trouble or ex- 
pense of buying a postage stamp. 
The store’s experience showed that 
people would fill out an order blank 
or coupon, address and seal an en- 
velope and then fail to send it in 
because a stamp wasn’t handy. The 
inauguration of the new method 
was followed by an immediate and 
considerable increase in the num- 
ber of mail orders, according to the 
ready-to-wear department, which 
first tried out the label. 

The only drawback foreseen by 
the store was that many households 
might not be supplied with glue, 
but a checkup of returns disclosed 
that ingenious customers had used 
gummed paper and other adhesives 
to fasten the label to the envelope. 

The possibility of widespread use 
of the device by national advertis- 
ers was indicated by the office of 
Ramsey C. Black, Third Assistant 
Postmaster General, 
with whom Bloomingdale’s worked 
out the idea. The business reply 
label can be used by any advertiser, 
he said, the only limitations being 
those prescribed by the regulations 
covering business reply cards. One 
prominent book publisher is now 


considering a national test for the} 


idea. 


Tuttle to LAT 


Roger Tuttle has joined the media 
department of Lord & Thomas, Chi- 
cago. 
for Morris-Schenker-Roth, Chicago 


Washington, | 


He was formerly space buyer | 


Ayer Promotion 
of Advertising 
Starts 21st Year 


Philadelphia, March 15.—Pioneer 
in cooperating with newspapers and 
farm papers to promote advertising 
as a service to the public and ad- 
vertiser, N. W. Ayer & Son has 
released its 1939 campaign to 1,678 
publications of the United States 
and Canada which have agreed to 
carry it. This number, the agency 
said, represents 83.2 per cent of 
those to whom the series was of- 
fered without charge. 

The “Advertising Advertising” 
campaign was originated in 1919 by 
W. M. Armistead, vice-president of 
Ayer, and has been followed by a 
new series each year: The agency 
estimates that $48,000,000 worth of 
space has been devoted to the cam- 
paign by publishers, while prepara- 
tion costs to the agency have ap- 
proximated $250,000. 

The newspaper series consists of 
52 all-type advertisements, one for 
each week of the year. Much of 
the copy is seasonal. While the ad- 
vertisements are provided in four- 
column by ten-inch size, many 
newspapers set them in larger 
space. The farm paper series con- 


sists of 12 full-page advertise- 
ments. 
Stapp Joins WSM 


Jack Stapp has resigned as as- 
sistant production manager of Co- 
lumbia Broadcasting System to join 
Station WSM, Nashville, as_ pro- 
gram director. He was with Sta- 
tion WGST, Atlanta, for six years 
before joining the Columbia Broad- 
casting System in New York. 


Accounts to Walters 


Walters Advertising Associates, 
Inc., New York, has added three 
new accounts: Dustoff Photo Brush 
Company, Horne Movie Service, and 
Scavera Photo Laboratory, all of 


New York. Photographic maga- 
zines will be the media for all 
three. 


Tool Company to Basford 


Chicago Pneumatic Tool Company 
has appointed G. M. Basford Com- 
pany, New York, as advertising and 
marketing counsel. An_ intensive 
campaign during the coming year 
will include business papers and di- 
rect mail. 


Rosette Adds Boyd 


William N. Boyd, Jr., has joined 
the copy department of Rosette and 
Hartwig, New York. He was for- 
merly with Brown & Tarcher, New 


' York. 


WHEN YOU NEED SALES IN 


THE SMALL TOWN MARKET 


<fAmerica’s Greatest Weekly Newspaper\= 
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Reduce with Bread, THEY'RE AT IT AGAIN ~ lute Teco Anenenta Barrett Heads KOMA 


Fuller & Smith & Ross, New Neal Barrett has been appointed 
New Fleischmann York, has been appointed to handle| manager of Station KOMA, Okla- 
Appeal to Women 


the following accounts: Alice H.|homa City, Okla., following ap- 
Marks, wedding gifts, china and | proval of its purchase by J. T. Grif- 
glass; Vapoo Products Company,|fin from Hearst Radio, Inc., for 
New York, March 15.—A new manufacturer of shampoo for rugs | $315, 000. Mr. Barrett was formerly 
magazine campaign aimed at wo- and upholstery, and Presto Record-| manager of the station, but more 
men who are interested in reducing ing Corporation, sound recording | recently vice-president of the Texas 
diets was launched this week by 
Standard Brands, Inc., for Fleisch- 
mann’s yeast. The drive is being 


equipment supplies. | State Network. 
undertaken in cooperation with the 
American Institute of Baking, 
which has been attempting to popu- 
larize a bread diet as a substitute 


Ramsey to Philadelphia § Agency for Mar-O-Oil 

W. J. Ramsey, manager of adver-| J. W. Marrow Mfg. Company, 
tising and sales promotion, Mathews | Chicago, maker of Mar-O-Oil sham- 
Conveyer Company, Ellwood City,| poo, has appointed Hays MacFar- 
Pa., since 1931, has been appointed | land & Co., Chicago, as agency. 


for other reducing methods. a field engineer for the company | Copy in color will appear in the 

Opening gun in the campaign was The Gantner swim suit lovers in their 1939 version of the romance marathon they with headquarters in Philadelphia.|June issues of Fawcett Women's 
a spread in the March 18 issue of have carried on for some years. Frederick Mizen was the artist. Emil Bris- Henry E. Helling, Jr., assistant ad-| Group, Modern Magazines, True 
The Saturday Evening Post. Subse- acher and Staff, San Francisco, is the agency in charge for Gantner & Mattern, peetme gy manager, has been pro-|Story and Woman’s Home Com- 


San Francisco. moted to succeed Mr. Ramsey. panion, 


quent insertions of single and dou- 

ble pages are scheduled through | ~ —_— eee _— “ = = gre ss 
December in Good Housekeeping, Pe 

Life, and McCall’s. J. Walter 
Thompson Company is the agency. 


} 
Safety Factor Stressed 
; “Now a Safer Way to Alluring ; : sade 
Slenderness,” is the headline on the sptte§ m Sao 
e848 l : ti ‘ Cc d ; J RE 
| extreme reducing diets because THE NEWSPAPER > a 
j “ r pra | - de : 
1. aa te lees WHAT TONIC — 
id = ow Bn -~ bene gd ; MY LIVE we Ly & ee ee 
1g reducing without exhausting e ae yay 
body. Po se 
“ oor emphasizes that bread is a DO you USE IN RETAILERS USE eee ae ae a 
78 — a “i - energy, = = oh es ce: 
m i a se-page bockist from the Inet PORTLAND? 
cy tute of Baking which gives com- 
of plete menus for a week. A picture 
f- of a baker and the message, “Buy 
Bakers’ Bread,” also features the 


g” | { copy. 


Dy Standard Brands is merchandising 
of its bread promotion to the trade by 
a offering newspaper mats to enable 
cy bakers to tie in with the national 
of campaign. 

n- ide - 3 

a- * * 

*- || Michigan Papers 


, . Fight Against Ban 
on Dentists’ Copy 


d- Lansing, Mich., March 15.—A de- 

ir- cision to oppose the passage of leg- 

ny islation banning dentists as adver- 

rer tisers was voted this week by the 

n- Michigan Press Association. Two 

e- | bills on the subject are due for early 
' consideration. 


Claiming “a dangerous precedent | 
would be established by passage of | 
the bills,” the association asserted 

is that the interests of the public are 


“ already safeguarded, since dentists | 
“a ; must be professionally competent | 
a- to obtain a state license, and any | 
oul i advertising must comply’ with! 


d- Michigan’s model advertising stat- | 


ute. The latter defines false adver- | 
tising and provides for penalties. | 


es, Kaufman Named Ad Head PORTLAND DRUGGISTS depend on the Journal for 
Reliance Pencil Corporation, sales-tonic. Over many years they have found it their 
IS Mount Vernon, N. Y., has named : . 
- Ted Kaufman head of its newly sure cure for cash register ailments. d 
oe formed advertising department. He , 
all of McKansle’ Servis Hee ance Live druggists like all large retailers are canny space- 
Mecelj denen 2 ; buyers. They have to be. They gravitate to, and stay with, 
d Me wath ogni site the paper that brings them cash results. By quite tre- 
vod lishers’ representative office at 123 mendous odds, they have picked the Journal in Portland. 
4 W. Madison street, Chicago, and will P . 
mn represent Poultry Item, Sellersville, (For proof see linage figures for 1938 from Media Records.) 
oe Pa., and the Waverly Poultry Trio, 
Ai- World Plymouth Rock Monthiy ond Obviously, it seems to us, if it is the right place for 
Rhode Island Red Journal. your druggist to advertise, it is the right place for you. 
Branham Gets “State” They’re moving your product and you can profit most by 
ed The State, Columbia, S. C., has : : : : : 
_ shenah Ue cena a presentation | supporting them in the same paper in which their efforts 
or- with the Branham Company, effec- | are centered. 
Pw tive April 1. 
@ Complete coverage 
ef current and back 2 
issues of trade papers | "e JOURNAL... ees .. 255,409 lines : 
and general magazines -y,; | : 
for editorial and adver- Trade Paper P o R T LAN D-°e oO RE G o N ae i 62% of Total — 
iat . lippin i 
tising material. eel REYNOLDS-FITZGERALD, INC., NATIONAL REPRESENTATIVES 2nd Paper.... 106,946 lines 
BACON’S NEW YORK + CHICAGO - PHILADELPHIA + DETROIT ae a ae 
| SAN FRANCISCO - LOS ANGELES + SEATTLE 3rd Paper... 49,642 lines — 
CLIPPING BUREAU | tivated 
— 221 N. LASALLE ST., CHICAGO, ILL. - = 
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General Electric 
Restates Creed 
of Big Business 


Institutional Copy Re- 
view Spotlights Indus-| 
try's Goal 


Schenectady, N. Y., March 16.— 
Making the messages so broad that 
any progressive manufacturer in 
the United States could have signed 
it with propriety, General Electric 
Company has, for the past two 
years, been restating the basic 
philosophy of American business in 
a series of institutional advertise- 
ments. The entire campaign has 
been reprinted in booklet form for 
distribution. 

The series is said to have been 
born in the mind of President 
Gerard Swope during a visit to 
Europe in 1937, when he _ was 
deeply impressed with the gulf ex- 
isting between standards there and 
in America. This report is given 
credence by a preface which Mr. 
Swope wrote for the new presenta- 
tion, in which he outlined, in a few 
graphic words, the objective at 
which every enlightened advertiser 
is shooting. 

“Obviously we are not, and can- 
not afford to be, complacent with 
past accomplishments,” said the 
president of General Electric. “A 
sizable portion of our people still 
do not have a satisfactory living 
standard, even though they are far 
better off than many of a genera- 
tion ago. We must keep everlast- 
ingly at the job of creating more 
goods for more people at less cost, 
and that is the formula by which 
we have created, and must continue 
to create, a richer life for the peo- 
ple of this nation.” 


Everybody Is Motorist 


The same creed is presented by 
the series of advertisements from 
many different approaches. One of 
the most impressive is dominated 
by a halftone of a typical American 
scene—an overflowing parking lot. 

“This doesn’t happen in foreign 
lands,”’ said the inset caption, while 
the headline demanded, “Why does 
it happen here?” 

“Why is it,” the text continued, 
“that America, with only 1/15 of 
the world’s population, owns nearly 
three-fourths of the world’s auto- 
mobiles; has half of its telephones; 
uses one-third of the electricity 
produced? Why is it possible for 
five out of every six American 


families to own radios, for five out) 


of seven to enjoy electric light, for 


one out of three to own an electric | 


refrigerator? 

“Why? Because American in- 
dustry has sought to give the public 
more goods for more people at less 
cost. It has developed new prod- 


Plan Canned Food 


Hearings Under 
New Federal Act 


Washington, D. C., March 14.— 
Hearings will be held April 10 and 
17 to give industry and consumers 
an opportunity to present facts on 
which can be based an order pro- 


of identity, quality and fill of con- 
tainer under the new federal Food, 
Drug and Cosmetic act, the Depart- 
ment of Agriculture announced 
today. 
cover canned peaches, canned apri- 
cots, pears and cherries. Canned 


ing meeting. 


ucts to make possible better living; 
it has learned to make them at 


lower and lower cost, so that more | 
millions of people have been able | 


to have the good things of life.” 
Every advertisement closes with 


this paragraph about the company | 


signing the copy: 

“General Electric, through its 
research activities and through the 
application of electricity to the 
tasks of factory and home, has been 
a leader in this progress. Its ef- 


forts today are directed to the cre- | 


ation of still higher 
ards in America.” 


Walters Adds Three 


H. W. Janzer, formerly advertis- 
ing manager of Progress Corpora- 


living stand- | 


| 


j 
| 
| 


tion, New York, and William Ber- | 
man, formerly with Better Photog- | 


raphy, New York, have _ joined 
Walters Advertising Associates, 
New York, as account executives 


Gerald Force, formerly with Wes- 
ley Associates, New York, has been 
added to the copy department 


Gets Dormeyer Account 


Dormeyer Mfg. 
cago, 
ment, 
Walter, 
counse! 


Chi- 
equlp- 
Guy & 


Company, 
household electrical 
has appointed Coe, 

Chicago, as 


advertising 
j 


The April 10 hearing will | 


The forms of statement required 
‘on the label in certain instances 
|will also be discussed. 

Those unable to attend in person 
may submit their testimony in affi- 
davit form, though the Secretary 
| will take into account lack of oppor- 
tunity for cross-examination in 
‘considering such evidence. 

The proposed definitions and 
standards, as well as the forms of 


mulgating definitions and standards |required statements, are published 


in the March 7 issue of the Federal 
Register, which can be obtained 
from the Superintendent of Docu- 
ments for ten cents. 


‘Newspaper Suspended 


Nassau Daily Journal, which be- 


peas will be discussed at the follow- | gan publication at Hempstead, L. I., 


| March 1, has been discontinued. 


ealll 


Ault, Woodman Change 


Harry L. Ault, for the past three 
years with American Asphalt Paint 
Company, Chicago, has been ap- 
pointed advertising manager of 
Marietta Paint & Color Company, 
Marietta, O., an affiliate of Ameri- 
can Asphalt. Mr. Ault will be lo- 
cated in Chicago. Dudley J. Wood- 
man, formerly assistant advertising 
manager, has been named advertis- 
ing manager of American Asphalt 
Paint Company. 


Indiana to Advertise 


An Indiana Publicity Council has 
been created by the state legisla- 
ture to promote its industrial, agri- 
cultural, educational and residential 
advantages. The appropriation will 
be $25,000 per year for two years 
beginning July 1. 


J 
Bens 


... read it for livelihood, as well as for leisure. 


Grierson Purchases 
“American Boy” 


Elmer P. Grierson, business man- 
ager, has purchased The American 
Boy and becomes president of 
Sprague Publications, Detroit. 

He succeeds Griffith Ogden Ellis, 
who becomes chairman of the 
board. Mr. Ellis has edited The 
American Boy since its first issue 
in 1899. Mr. Grierson joined the 
publication in 1914. 


Star to Brooks 
Star Mfg. Company, Pasadena, 
Calif. maker of hospital and 


surgical equipment, has appointed 
Brooks Advertising Agency, Los 
Angeles, to handle its advertising. 
Newspapers, business papers and 
direct mail will be used. 


More than 2 million families read Country Gentleman. 


... read it as no general magazine of general interest is ever read. 


... read it as a family, of course; because it is a family magazine. 


... read it with so much acceptance that no idea backed by its pages has ever 


failed to get action. 


a," @g 
tin... 


One reason for the good reading given Country Gentleman is just that it’s im- 
portant to its readers. But another is . 


.. good writing. 


... top-flight writing by top-flight authors and editors like those on this page. 


-.. Writing that when edited, printed and distributed costs Country Gentle 
man more than any other rural magazine takes in 


in advertising revenu 


And a touch 


for men with 


e. 


of 


goods to sell! 


ithmetic... 


Now, remember, all this goes on among best-buying families in the market 
spending 40¢ of every retail dollar. So .. . it’s as simple as 2 plus 2: 


If you subtract some of your less productive dollars from over-worked city 


markets... 


And use them to add Country Gentleman’s big 2,000,000 to your audience... 


You'll be figuring on less skimmed milk per selling dollar, more rich cream... 


And you’ll"inevitably 


multiply sales and profits. 


UOUNTRY GENTLEMAN 


NATIONAL SPOKESMAN FOR AGRICULTURE 
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First Facsimile 
Network Begins 
Regular Schedule 


New York, March 15.—Three ra- 
dio stations affiliated with the Mu- 
tual Broadcasting System this week 
inaugurated the first experimental 
facsimile transmission chain under 
the name, Mutual Facsimile Net- 
work. Participating stations are 
WOR, Newark; WGN, Chicago; and 
WLW, Cincinnati. 

The service is to be extended to 
include all other Mutual affiliates 
licensed by the Federal Communi- 
cations Commission to transmit ex- 


perimental facsimile. The Finch 
system, developed by W. G. H.. 


Finch of Finch Telecommunications 
Laboratories, will be used. 

Plans call for the transmission of 
a program each morning, from 2 to 
3:30 a. m., with each station orig- 
inating 30 minutes of the broadcast. 
The plan was tested with a one- 
hour broadcast linking the three 
stations March 11. 

Approximately 1,000 facsimile re- 
ceivers are in operation within the 
service area to be covered by the 
experimental chain, according to 
estimates by Mutual authorities. 


Two for Pokrass 


Orchard Products Company, Chi- 
cago, fruit preserves, and Southwest 
Arts & Crafts, Santa Fe, N. M., have 
appointed Martin A. Pokrass, Chi- 
cago, as agency. 


Thompson Starts Radio 
Consulting Service 


J. Bain Thompson, for the past 
five years radio station representa- 
tive with headquarters in Boston, 
has started a radio production and 
consulting service in association 
with Margaret M. Thompson, dra- 
matics, music and voice culture ex- 
pert. 

The new firm, known as Thomp- 
son & Thompson, has opened offices 
at 120 Boylston street, Boston. 


| 


“Gazette” Names Russ 


John T. Russ has been named 
general manager of the Gazette, 
Haverhill, Mass., succeeding the 
late R. L. Wright. William J. Page 
has been appointed business man- 
| ager. 


| New Post for Glatt 


David E. Glatt, formerly manager 
of the Salt Lake City office of 
Ted Levy Advertising Agency, has 
joined the sales and promotion staff 
of Bird & Jex Company, Salt Lake 
City. 


Battery Makers to Meet 


National Battery Manufacturers 
Association will hold its spring con- 
vention at The Greenbrier, White 
Sulphur Springs, W. Va., May 11- 
12. 


C. M. Chester III Shifts 


Colby M. Chester III has resigned 
| from the copy department of Ben- 
ton & Bowles, New York, to join 
Dillingham, Livermore and Durham, 
New York. 


his information 


ART BAUM usually roams before he writes. He wants 


way he can keep his articles first-rate. And that’s 
why his predictions of crops and prices always 
make news... usually beat it. 


C. H. WISSLEY, Extension Professor of Vegetable 
Gardening at Rutgers University, is one of Coun- 
try Gentleman’s 600 “private editors.” They live 
here and there, can be depended on for last-minute, 
spot information on all topics close to Agriculture. 


BEAUTY EDITOR Ruth Hogeland holds a cosmeti- 
ae cian’s license in two states. Maybe that’s why her 
Department is one of Country Gentleman’s biggest 
mail-getters. Favorite topics... manners, make-up 
...and merchandise. 


first-hand, figures that’s the only 


- 


ASSOCIATE EDITOR Ben Hibbs spends his time writ- 
ing special articles and reading special fiction. He’s 
in New York every week, contacting authors and 
literary agents. One big reason why Country 
Gentleman fiction is always top-flight. 


THE GENERAL Federation of Women’s Clubs, after 
trying fifty years, said rural women couldn't be 
organized into clubs. Sara Bulette has enrolled 
137,929 rural women in her Country Gentlewoman 
League in the last four years. 


PHILIP S. ROSE, Editor, ... “Every magazine must 
have a purpose for existence. With some it is 
merely entertainment, with others it is a combi- 
nation of entertainment, news and education. 
Country Gentleman belongs to the latter class.” 


——-.. 


SPALDING'S "ADVISER" 


Thomas H. Stevenson 


Spalding Launches 
Clearing House 
for Sports Data 


Chicopee, Mass., March 15.—As the 
result of public demand for sports 
information, A. G. Spalding & Bros., 
pioneer manufacturer, has estab- 
lished a clearing house on sports 
data at its plant here. Thomas H. 
Stevenson, advertising manager, 
who recently moved here from New 
York City, is in charge of the new 
bureau. 

Also reflecting keen public inter- 
est in all phases of sports, the com- 
pany has issued an _ informative 
source book, “Sports in American 
Life,’ dealing with the historical 
background of major sports and 
their current importance. 

Harry Amtmann, formerly in the 
advertising department of several 
New York department stores, has 
joined Spalding as assistant to the 
advertising manager. 


McLaurin-Jones 
Tells How to Use 


Informative Labels 


Brookfield, Mass., March 16.— 
Presenting a survey of many in- 
dustries to determine the progress 
of informative labeling, McLaurin- 
Jones Company, manufacturer of 
gummed paper, has issued “A 
Handbook of Informative Label- 
ing.”” Much of the company’s prod- 
uct is bought by label manufac- 
turers. 

The highlight of the brochure is 
a chart in colors indicating simply 
but effectively the data desired by 
consumers on labels for 24 commod- 
ity groups. This information va- 
ries according to the product, the 
McLaurin-Jones Company believes. 
For aprons and house dresses, the 
points on which information is de- 
sired are comparatively few, while 
the other extreme is reached in 
the case of pots and pans. 

The manufacturer of the latter 
should give the following data on 
his label, according to the hand- 
book: How to wash or clean, size, 
materials, grade or quality, direc- 
tions for care or use, construction 
and workmanship, weighting, and 
special cautions. 


Jordan Leaves Ruppert 
to Join Stewart 


George R. Jordan, advertising and 
sales promotion manager of Jacob 
Ruppert brewery, has_ resigned 
effective April 1 to become execu- 
tive vice-president of S. Stewart 
Corporation, New York property 
management company which handles 
industrial holdings of its president, 
Sidney Stewart. 

Mr. Jordan was previously ad- 
vertising manager of Piel Brothers 
and F. & M. Schaefer Brewing Com- 
pany, and at one time headed Jor- 
dan Advertising Abroad, Inc. 


Seidel Opens Office 
Robert Seidel, for the past 15 


years with Scripps-Howard, has re- 
signed as sales promotion manager 
of the Washington Daily News to 
establish his own agency in the 


Munsey bldg., Washington, D. C. 
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| self-sponsored, self-managed and | Flint Club Names 
self-sustaining. Loeb President 


Our headquarters are at Room 6 & fom ; ai 
826, Chic: Daily News building. owar ° ed, managing i- 
ee oo “acai . rector of Station WFDF, has been 
Presid M O nail “t - elected president of the Advertising 
resident, Men-Over-Forty | and Sales club of Flint, Mich. He 

Club, Chicago. succeeds Earl McGinnis, advertising 


RECTOR LIKES THE "HANDY" WAY | a ‘eames af AD teoue fe Come 


° pany. 
a ny Pomona Names Freitag Other officers are John Wernicke. 
Pomona Products Company, 


first vice-president; Rudolph Hub- 
Griffin, Ga., canner of Sunshine food | bard, second vice-president, Thurs- 
products, has named Freitag Adver-|ton S. Jenkins, secretary, and 
tising Agency, Atlanta, to direct its, Homer Wilt, treasurer. 


Voice of the Advertiser 


This department is a reader's forum. Letters are welcome 


In Which a Critic 
Is Taken to Task eg ie | 


To the Editor: In your March 13 Wied Dee 1%, 2008 
issue there appears a letter from 
, W. R. Cunningham of Philadelphia 
- anent “new fields of advertising in- 


ity.” Although he h full account. Women’s magazines and expeentinaieimmetinations 
genuity. ou e has carefully grocery publications will be used. *L as 
refrained from giving us a commer- * William W. Neal is account execu- | Art Exhibition Set 
cial, I assume he refers to Rex tive. 


beer, Philadelphia Brewing Com- 
pany’s new premium beer. 
Mr. Cunningham leads with his 


Nash in Printing 


The 18th annual exhibition of ad- 
vertising art, sponsored by the Art 
Directors Club, will open March 29 


at 50 Rockefeller Plaza, New York. 
From several hundred thousand ex- 
amples of advertising art produced 
during the year, the club’s exhibi- 
tion committee has selected about 
300 pieces to be exhibited, and 30 
will be given medals at a special 
preview March 28. 


Edward Nash, formerly advertis- 
ing manager and associate editor of 
R. L. Observer, New York, a res- 
taurant liquor paper, has formed 
Personal Press, a general printing 
office, with his brother, Harold 
Nash. The new company is located 
at 27 E. 22nd street, New York. 


chin—so here goes. Far from “per- 

sonalizing” anyone who “happens to “HANDY” WAY TO ORDER 
have fifty or more acquaintances,” in wasmian 

the subject of our first advertise- 
ment, Powers Gouraud, is WCAU’s 
popular “Night Owl” radio com- 
mentator—whose time change re- 


BI: et ee PT 


organization, and if now without 
business connections, should not be 
discriminated against by arbitrary 


Coincidence 
To the Editor: I just wondered 


whether you had noticed the simi- 
larity between the _ traditional 


age deadlines. 


The Men-Over-Forty Club is a 


Ferry-Hanly Named 


Reach Adds Two 


Victor Luhrs, formerly of the copy 


P. Bal- Manning, Bowman & Co., Meri-| department of J. M. Mathes, New 
PERSONAL ae rg Egon gros Bone “strictly business” group of Chicago | den, Conn., has named Ferry-Hanly York, has joined the copy staff of 

TO POWERS GOURAUD “handy way to order.” "|men of standing, banded together to pone ah ge York, as advertising | Chas. Dallas Reach Company, New- 

s Rector, perhaps, recommend |8ive organization support to its counsel. “A campaign, using maga-| ark, N. J. Wesley Loveman, for- 

. @e basw pow tobe on eneattons fades of gece tesd Doe: ’ ’ zines, business papers and direct} merly with Brown & Tarcher, and 


end geod beer, se we want you te try Res Beer. 


Wilson’s Tender Made ham and|members in finding new business 


tg ty ty tt ed At mail, is planned for the new Twin- 


Brewing Company ond is eveltabte onty om draught 
et better bers and restaurants. Rex ts o 186% melt 
beor— end you, Mr. @ 4, will appr the 
Gifference thet makes. Res is unusually light end 
Gelicate in fever... and of course, couts « little mere. 


cently brought such a flood of lis- 
tener protests that the station was 
forced to cancel the change. 

Another of our “personalized” ads 
is addressed to John H. Cummings, 
the Philadelphia Inquirer’s ace po- 
litical and feature writer, whose 
“by-line” is as familiar to Philadel- 
phians as Billy Penn’s hat. 

Opines Mr. Cunningham, “Inane 
as is this kind of copy and its in- 
effectiveness in arousing interest 

” It apparently was effective 
enough to arouse Mr. Cunningham’s 
interest to the extent of tossing off 
a few paragraphs of “it seems to 
me.” If the advertising impact is 
one quarter as effective with the 
other readers, our purpose will have 
been accomplished. 

Actually there is nothing new in 
addressing an advertising message 
over the shoulder of some prominent 
individual. It is simply a slightly 
different angle on testimonial copy. 
(See Crowell Publishing Company’s 
advertisement on Page 20 of March 
13 ADVERTISING AGE for another ap- 
proach on this kind of advertising.) 

Rex beer is a high quality pre- 
mium beer which appeals to the 
customer who wants something bet- 
ter. and is willing to pay a little 
more for it. If Mr. Cunningham is 
any judge of good beer I’ll wager 
that the advertising in question will 
some day induce him to have a 
glass. That is ali we can hope or 
expect our advertising to do. 

D. J. Detroy, 

Advertising and Sales Manager, 

Philadelphia Brewing Company, 


Philadelphia. vw . New York Times ........ 307,854 4. New York Times ........ 257,816 
vv Men-Over-Forty Club . Boston Globe .......... 270,539 . Baltimore Sun .......... 191,186 
Ellis Plan Viewpoint Reports Progress Boston Globe 


on “Standardization” 

To the Editor: In your Feb. 27 
issue you carried a brief story about 
the rejection slip adopted by the 


Ballantine’s as a delectable combi- 
nation? 
VAL WRIGHT, 
National Provisioner, Chicago. 


=. 


Old Friends Pop Up 


To the Editor: If there was ever 
any doubt in my mind about the 
pulling power of ADVERTISING AGE, 
it certainly is dispelled now. Since 
the recent issue came out, contain- 
ing the story of my appointment, I 
have been kept busy answering the 
hundreds of letters of congratula- 
tions that have come pouring in 
from all over the country. 

It would almost have paid me to 
suppress the news—although I ad- 
mit it is nice to hear from a lot of 
old friends, some of whom we al- 
ways lose track of in this business 
from year to year. 

Wo. H. LEININGER, 


Sales Promotion Manager, Kel- 
logg Company, Battle Creek, 
Mich. 


> 7 .¥ 


Words, Words, Words 


To the Editor: The excess ver- 
biage that business paper writers 
use! In your Promotion Review last 
week you devoted an entire para- 
graph to a description of a recent 
promotion piece we sent out—22 
words to say “shingle.” 

The piece was sent exclusively to 
builders, plugging our Home Show. 
We took it for granted that a con- 
tractor knows what a shingle is, 
even if you don’t. 

RIcHARD HARDING, 


Promotion Manager, Indianapolis 

Star, Indianapolis, Ind. 

|Editor’s Note: You win, Mr. 
Harding. But we're editors, not 
builders. | 


To the Editor: It occurs to us 
that the advertising field will be in- 
terested to know that the Men- 
Over-Forty Club of Chicago, recent- 
ly organized and actively function- 


connections. It is self-organized 


»| O-Matic waffle baker. 


J. Stirling Getchell, New York, has 


joined the art staff. 


tin All Ae i wl 


1937 
1. Chica 


© Tribune 


3. New York News 
4 
5 
6. Miami Tribune . 
7 
8 


9. Baltimore Sun _. 


2. Philadelphia Inquirer 336.286 


. Cleveland Plain Dealer... 250,018 
. New York Herald Tribune 244,626 


Lines 
389,324 


5 
veers 265,012 6. 
7 
8 


Philadelphia Inquirer 
2. Chicago Tribune 
New York News 


. Los Angeles Times 
. New York Herald Tribune 165,231 


Lines 


347,307 
pene ee 306,769 
ees: 272,530 


ere 165,342 


9. Clevelan i 
‘ National Council of Ellis Plan|i%e ter about « month has airesdy| || 2° Caltimore Sun .......... 239,486 a eland Plain Dealer .. . 159,917 
h Agencies in connection _ pub- | admitted to membership several 10. Detroit News .......... 225,566 10. Pittsburgh Press ....... 157,613 
: lishers’ promotion material. high ranking advertising and news- . 2 . 
Unfortunately, your use of the paper executives. Il. Pittsburgh Press a 2 i oO oe 224,941 It. San Francisco Chronicle . . 147,021 
term “standardized promotion” has Indeed, to us the list looks very . ° 
given rise to a misunderstanding of |imposing. We have, for instance, a 12. Washington Star eae oe 216,870 12. Detroit News POWs s8 8 68 146,422 
i: our position. Neither the Ellis Plan |sales and advertising director who 13. Los Angeles Times 201.634 13. Cincinnati Enquirer 144.179 
i agencies, nor any other agencies for | served one of the largest and finest ' eee ss . 
that matter, have any quarrel with department stores in the country | 14. Buffalo Courier Express. ' 197,572 14. Louisville Courier Journal 142,394 
, dis . : ‘ “e £ > rears; another 
? 3 oversized media promotion. But | for more than ten years; anc ‘ - 

; when giving us factual information | W@S advertising director for one of 15. Buffalo Times .......... 196,111 15. Washington eer 141,426 
that will aid us in making presenta- the nation’s prominent newspapers, (MEDIA RECORDS) 
tions to clients to justify the place- and still others include promotion 
ment of a given publication on the ro and public relations di- 

list, then we want this material sans — 7 
aoe nliehen aad im Glecbie Germ The club invites management to 
aoe ee ‘ avail itself of its cooperative serv- 

I hope this will serve to undo the “tiny cee Poanner nat to eimian ne PHILA oy neato Member of First Thr e M 
es ‘orrec ¢ a , ‘ 1 Stor oe 4 a eg ; ee ar- 
® incorrect slant given in your story. | strate to employers and the public mer AS : 

Mason BARLOow, generally that the man over fortv a 

Chairman, Midwest Chapter, years of age, with a creditable rec- 
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Earnings of 


‘dhasiew uncediion 


‘pared with $4,999,058 in the pre-| 
| ceding 12 months. _Net sales in| 


GETS SEIBERLING POST 


| Devin Features Artists 


Report shows net profit of $84,- Devin Colorgraph Company, New 
901 p - 
: i 7 | $33. 202,355 in 1937. sertions in camera and trade publi- 
A vertisers a o rahnnie cations featuring a tie-up of famous 
3 Dictaphone Corporation “McGraw Electric artists with the Devin camera. Ed- 
“ a car te year ended Dec. 31, 1938,|__Report shows net profit of $891,- win M. Phillips & Co., New York, 
~ ‘ > 858 in 1938, compared with $944,526 has been appointed to handle the 
_ Real Silk Hosiery net profit totaled $298,345, against | has 
$895.974 in 1937. in the previous year. Net sales were account. 
' Report shows net profit of $119,- . | $5, 797,501 in 1938, compared with —_—_—_——- 
; 018 for the year ended Dec. 31,| Johns-Manville | $5,884,315 in 1937, a decrease of 1.5 Drive for Tish-U-Knit 
4 3 os ame ae Net profit totaled $1,455,302 for | per cum. A Tish-U-Knit sweater with the 
: 1, * i ee ee 1938, compared with $5,451,844 in Grevhound Co ration World’s Fair design will be the fea- 
sales totaled $11,859,302 for 1938, the preceding year. Sales amounted | Y Tpo ture of a campaign in newspaper 
against $11,864,648 in the preced-|;, $46,890,148, against $50,175,391! For the year ended Dec. 31, 1938, rotogravure sections and class mag- 
ing year. in 1937. | report shows net income of $4,000,- azines scheduled by Olympic Knit- 
605, compared with $4,381,043 in the wear, Inc.. New York, through 
| International Salt Zonite Products preceding year. Hicks Advertising Agency, New 
X, : f York. 
. For the. year ended Dec. 31, 1938, Report for the year ended Dec. . 
4 net@income amounted to $550,613,| 31, 1938, shows net profit of $49,916, Camation Company er —_—_——— 
- compared with $506,935 in 1937, a| compared with $142,365 in 1937. oe egw eee = “— Clow Adds Duties 
d rise of 8.6 per cent. Net sales were| , Ww po get as ca te Plager ccna an Allan B. Clow has been named 
i- § $6,794,697 in 1938, compared with sae setegnthiypeeneaned __ | 1888, compared with net profit of advertising manager of The Calco 
it # $6,722,224 in 1937. Net loss amounted to $294,323 in| $1,810,391 in 1937, a gain of 8.8 per |Chemical Company, New York, in 
oO FF oy 1938, compared with net profit of| cent. Net sales in 1938 amounted to addition to his duties as manager 
al © j Com $1,844,176 in 1937. Sales last year) $53,742,503, against $58,565,071 in of the Household Products Division. 
Pg they: adie yrpn | totaled $22,561,450, against $30,960,-| 1937. He succeeds E. T. Nettleton, who 
| oy an a .-“er-1 718 in 1937 M k & Co N. E. Malone, newly appointed advertis- joins Charles W. Hoyt Company, 
' 780 for the year ended Dec. 31, ; erc. . 'Caleo agency, April 1. 
' 1938, compared with $8,743,591 in| Time, Inc. Report shows net income of $579,- | + Hnennagy Md = a | | ise ccm 
ry f the preceding 12 months. Report shows net profit of 356 for the year ended Dec. 31, poner manager of the Good,sear Agency for Drakenfeld 
=F $1,129,442 in 1938, an increase of | 1938, compared with $1,095,248 in) Tire & Rubber Company. B. F. Drakenfeld & Co., New York 
—e Kimberly-Clark 570 per cent over the net profit of | 1937. manufacturer of oxide colors for 
a Net profit for 1938 was $1,894,-| $168,430 in 1937. American Stove ‘Joi Agency aoa gy Ale ag a nog ——— 
id 641, compared with $2,360,417 in Monsanto Chemical Net profit amounted to $47,680 in|" pay) Van Antwerpen has joined) to handle _ its account. Business 
- 1937. Net sales totaled $26,555,730, Net income for the year ended| 1938, compared with $1,113,154 in| Kjau-Van Pietersom-Dunlap Asso- | papers will be used. Stanley C. 
compared with $37,200,786 in the Dec. 31, 1938, was $3,150,592, com-/| the previous year. ciates, Milwaukee. | Patno is account executive. 
previous year. : dint Rete aie aa | . 


Pet Milk Company 


Report for the year ended Dec. 
31, 1938, shows net profit of $901,- 
001, compared with $699,155 for 
1937, an increase of 28 per cent. Net 
sales aggregated $28,555,163, against 
$29,702,594 in 1937. 


Link-Belt Company 


Net profit was $1,106,041 for the 
year ended Dec. 31, 1938, against 
$3,232,373 in 1937, a drop of 65 per 
cent. Net sales amounted to $18,- 
518,084, compared with $26,643,840 
in 1937. 


_ Borden Company 

| Net income totaled $6,641,205 in 
' 1938, an increase of 5.5 per cent 
> over net income of $6,290,652 in the 
previous year. Net sales aggregated 
$212,038,654, compared with $237,- 
561,672 in 1937, a decrease of 10 per 
cent. 


Maytag Company 

Report for the year ended Dec. 
31, 1938, shows net profit of $682,- 
967, a drop of 76 per cent from the 
$2,929,706 in 1937. In 1938, net 
sales amounted to $9,839,525, against 
$16,984,966 in 1937. 


Bourjois, Inc. 


Net income for 1938 was $411,079, 
compared with $562,848 in 1937. 


Holland Furnace 


Net income for 1938 amounted to 
$1,233,382, compared with $1,421,- 


j 600 in the preceding year. Net sales 
, | were $11,312,295, against $12,290,769 
in 1937. 


Timken Roller Bearing 


For the year ended Dec. 31, 1938, 
net profit totaled $1,427,903, com- 
pared with $10,837,366 in 1937, a 
drop of 86 per cent. 


International Nickel 


Net income for 1938 totaled $32,-, 
399,470, compared with $50,299,623 
in the preceding year. Net sales| 
aggregated $107,194,722 last year, | 
compared with $134,461,254 in 1937. 


Libbey-Owens-Ford Glass 


Net income for 1938 totaled $3,- 
930,460, compared with $10,518,918) 
in the previous year. 


The President of Norge tells you 


Mr. Howard E. Blood, President of Norge Division of Borg- 
Warner Corporation, says— 

“It is vital for the manufacturer who distributes through in- 
dependent wholesalers and dealers to make it easy for prospects 


5 ll 


to find a store in which to buy his products. 

“Norge gladly shares the cost of general listings in the Classified 
Telephone Directories of cities all over the country to insure that 
as many dealers as possible will use this very effective ‘Where to 
Buy It’ service.” 


—— 


| “Hello, Bill Larcomb’’ (Brown & Tarcher) 


\ Did You say MARKET ? 


Then it'll pay you to check or 
q Peoriarea. 605.646 people 


a OME 


within 65 miles of Peoria—a! 
most as large a population as 
the entire State of Montana 
People who can buy, too! Just 
ask the media men who cover 
this area with WM B D—with 
just one station. 


Free & Peters, 
ne. 
Nat'l Reps. 


If your product is marketed through selective distribution, 
you may see an application to your business in the two sentences 
quoted above. 

American Tel. and Tel. Co., Trade Mark Service Division, 195 Broadway, 


New York (EXchange 3-9800) or 311 West Washington Street, Chicago 
(OF Ficial 9300). 


_ MEMBER € EBS NETWORK 
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Ohio Liquor Sales 
Show Influence 
of Drys’ Efforts 


Volume in 1938 Drops 
12.4 Per Cent Below 
Previous Year 


Cleveland, March 15.—The diffi- 
culties faced by liquor marketing 
experts in charting a course against 
dry opposition and a geographically 
shrinking market are emphasized 
in the fourth annual “Analysis of 
Ohio Liquor Sales,’ issued this 
week by the Cleveland Press. 

Total sales for this state, which 
permits two classes of liquor sales, 
were $48,658,897 during 1938, a de- 
crease of 12.4 per cent from the 
1937 total of $55,527,951. This total 
is divided in two parts: “Wholesale” 
sales through state warehouses or 
state stores by bottle or case to per- 
mit holders licensed to resell liquor 
by the drink, and “retail” sales 
through state liquor stores for off- 
premise consumption. 
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Sales prospectors who are constantly on the look-out for plus markets have 
“struck it rich” in San Francisco this year! The glamorous World’s Fair 
on Treasure Island has become a sensational Profit Lode, attracting hun- 
dreds of thousands of spending ‘39ers. 


And those who get right down to bedrock have discovered that The CALL- 


The NUGGEF Papr ina GOLDEN Marit. 


It's a NUGGET because of its evening circulation leadership... its circu- 


San (fFranciLeo. 
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OHIO LIKES ITS BOURBON AND BOTTLED IN BOND 
POPULAR PRICED WHISKEY PREMIUM PRICED WHISKEY 
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These charts, included in the fourth annual "Analysis of Ohio Liquor Sales," released this week by the Cleveland Press, show 

trends in whisky preferences during the past two years. Bourbon has continued a strong favorite among popular priced 

brands, while American bottled in bond has gained considerable favor since “repeal stocks and lower prices went into 
effect in December. 


Wholesale sales accounted for A factor of major influence in the} 807 of the state’s 1,360 townships 
some $27,000,000 of the total, with | sales decline was the increase in dry | now forbid the sale of liquor by the 
retail sales taking the balance of ' sentiment. Local option elections | glass. Two color maps, indicating 
| $20,000,000. Both classes were off} increased the number of bone dry) liquor’s legal status in various 
townships from 205 to 244, while | townships, are included with the 
survey to aid sales and advertising 
executives to concentrate copy in 
io more profitable territories. 


$28.65 Per Family Sale 


| Sales per family in the Cleveland 

district averaged $40.16. Per fam- 
| ily sales in the balance of the state 
| were $25.26, while per family sales 
for the state as a whole were $28.65. 
| Ohio ranked fifth among all states 
in total liquor sales. 

The decline in sales volume dur- 
ing 1938 also produced a decline in 
the number of distillers, with 78 
participating in the total sale, as 
compared to 94 in 1937. Evidence 
that leaders in the field are main- 
taining a strong position appears in 
figures showing that 35 of these 
vendors accounted for 97.1 per cent 
of total sales, a number and per- 
centage very close to those of 1937. 

Complete data for all brands in 
all classifications are included in the 
survey, together with information 
on both wholesale and retail selling 
operations. 

Cream of Kentucky (Schenley) 
was again the most favored whisky, 
getting 6 per cent of total sales. It 
was closely followed, however, by 
Royal Bourbon (American Distill- 
ing), a comparative newcomer to 
the field which jumped into second 
place in 1937 and held this position 
in 1938. Other favored brands in 
the order named were Kessler’s Pri- 
vate Blend, Green River, Crab Or- 


| from 1937 totals. 
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atts , o chard and Hiram Walker’s Ten 
Wh M7 9 ae Leet T ' High. 
Ys . _ 2575 Brand popularity in gins re- 


mained fairly constant in 1938, with 
Hiram Walker’s Five O’Clock, Old 
Quaker and Cavalier leading the 
rest as in 1937. 

| Information in the survey is 
| based on official records of the State 
, of Ohio Department of Liquor Con- 
| trol. 
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alue and preference when a rip-snortin’ sales job is 


For more details on these rich diggin’s ... and this 


NUGGET paper...call in a Paul Block man! as store equipment. 


30,000 CCA. 


1856) (Est. 1855) 


lWhen Jantzen Girl 


‘Can’t Be Far Away 


COMPLETE ‘seuecrro COVERAGE 


TO KNOW IS TO PROFIT 


Blind luck plays no part in reaching your market through 
Department Store Economist. 
ment Store Economist is fundamental —It is lasting and posi- 
tive—It is measurable and worthwhile —It is first and foremost 
in every successful sales promotion and distribution plan. 


Advertising dollars invested in Department Store Economist 
gives you a 5 to | shot—reaching the Buyer, Merchandise 
Managers, Advertising and Display Managers and Store 
Executives who buy and re-sell your goods, or purchase them 


239 West 39th St., New York ity . 
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Appears, Summer 


(Picture on Page 31) 


Portland, Ore., March 16. 
Jantzen Knitting Mills, manufac- 
turer of that scant garment which 
rivals the late Florenz Ziegfeld as 
a glorifier of the feminine figure, 
today broke the pleasant news that 
spring and summer are definitely 
on the way by outlining plans for 
an ambitious magazine, newspaper 
and poster campaign. 

Copy promising plenty of eye ap- 
peal will feature “Glamour Fabrics” 
this season. All these are new 
fabrics designed for use on both 
men’s and women’s suits. They are 
reported to have a sheen rarely used 
by Jantzen in previous years. 

Along with its plans for the sea- 
son, Jantzen has expressed a poig- 
nant hope for good weather. Earn- 
ings were greatly reduced last year, 
it was pointed out, largely because 
of a “tricky market” resulting from 
the worst weather break in 20 years. 
The budget for this year’s campaign 
was not disclosed, but it is expected 
to be comparable to the 1938 ap- 
propriation. Jantzen budgets for 
the past two or three years have 
averaged $500,000. 


Debut Set for May 15 


First magazine copy is scheduled 
for May 15 in the June issue of 
Esquire. Copy will feature a full 
color drawing by George Petty. 
This page, also in color, will be 
repeated in Collier’s, Life and The 
Saturday Evening Post. A _ two- 
color insertion is scheduled for 
Liberty and the entire group will 
later carry black and white copy. 
Four movie magazines will also be 
used: Hollywood, Modern Screen, 
Movie Mirror and Photoplay. These 
will feature photographs of Jean 
Rogers, 20th Century-Fox star. 

Copy is already in use in Hawaii 
and Panama newspapers, and in the 
Mexican magazine, Mexico Al Dia. 
Dealers will be offered a mat and 
copy service for newspaper adver- 
tising in the United States. 

Jantzen also expects to devote 
considerable attention to travelers 
bound to and from either of the 
fairs, through an increased use of 
posters in these areas. The entire 
outdoor campaign will involve a 
total of 4,300 boards, some of which 
have already gone up in Florida. 
They will display posters of a young 
man and young woman, a pair al- 
ready familiar to thousands of eyes. 
Merlin, a Chicago artist, designed 
the poster. 

Botsford, Constantine & Gardner, 
Portland, has been the Jantzen 
agency for 20 years and continues 
with the account this season. Ray 
Andrews is account executive. 


Chain Names Kupsick 

Ford Hotels Company, operator of 
a chain of hotels in Buffalo, Roches- 
ter, Erie, Toronto and Montreal, has 
appointed J. R. Kupsick Advertis- 
ing Agency, New York, to handle its 
account. Plans for spring and sum- 
mer promotion are now being made. 


Advertising through Depart- 
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Fairbanks, Morse 


in Aggressive 
Stoker Campaign 


New Low Price Anti- 
cipates Expanded Pro- 
duction Schedule 


Chicago, March 14.—Continuing 
the price reduction trend that has 
marked the domestic stoker field in 
recent years, Fairbanks, Morse & 
Co. today launched its first 1939 
sales convention with announce- 
ment of a new low price of $179.50, 


based on anticipated high efficiency 
in production. This figure, said to be. 
the lowest stoker quotation outside | 
the mail order field, includes the | 
controls required for satisfactory 
operation, though not installation , 
cost. | 

A shift to the distributor -dealer | 
set-up is another feature of the 1939 | 
program. The distributor will have 
complete charge of his territory, 
maintaining close contact with} 
dealers. Under this organization | 
plan, district managers will merely | 
act as supervisors and _ trouble. 
shooters. 


Aim at Fall Business 


Fairbanks, Morse stoker adver-| 
tising will start in August in anti-| 
cipation of the fall peak in sales. 
Half and quarter pages will appear 
in Better Homes & Gardens, Col- | 
lier’s and Liberty, featuring ‘Tops | 
in stoker quality at a price you can 
afford.” Every advertisement will 
be couponed, inquiries for two 
books on automatic coal burners 
being followed up through distribu- 
tors. One of the booklets is de- 
voted to testimonials, the other to 
a description of life in ‘“Comfort- 
town.” 

The company will also divide the 
cost of newspaper advertising with 
dealers, while the latter are re- 
quired to participate in a direct) 
mail campaign controlled by the | 
factory, though names are provided | 
by the dealer, whose imprint ap-| 
pears on the promotion material. A | 
24-sheet poster and radio scripts | 
and transcriptions will also  be| 
made available to dealers. | 


X-ray Demonstration Book 


A wealth of sales promotion ma- 
terial will also be provided, the 
headline piece being an X-ray dem- 
onstration book by which salesmen 
can show prospects how the Fair- 
banks, Morse stoker operates. Four 
sound slide films are also available 
to dealers for nominal sums, one 
intended for the education of their 
salesmen, the other three for vari- 
ous types of prospects. Henri, 
Hurst & McDonald, Chicago, is the 
agency. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


Harry N. Baum, advertising manager, 
Fairbanks, Morse & Co. 


National Representatives: 


with each passing month . . . a new star has been in the 
WLW. This new star is Peter Grant . . . 
in all WLW 


Gift Market Drop 
Blamed on Recent 
Marriage Curbs 


New York, March 14.—Economic 
conditions, new health laws and 
other marriage regulations caused 
a drop of 13.5 per cent in the num- 
ber of weddings in the United 
States in 1938 and a falling off of 
11.5 per cent in jewelry sales, ac- 
cording to a survey released this 
week by Jewelers’ Circular-Key- 
stone. The closing down of “mar- 
riage mills,” such as those at Elk- 
ton, Md., is also listed as a contrib- 
uting cause of the decline. 

The survey, based on figures for 
50 large cities, shows that marriages 
during the year fell from 1,484,468 
to 1,285,300. Losses were heaviest 
in industrial cities like Detroit 
where unemployment was consider- 
able, 

The publication pointed out that 


the decline in marriages hits not|Lee Organizes Institute 


only the jewelry trade but the en- 
tire gift market as well as depart- 
ment stores, specialty shops, florists, 
bakers, beauticians, furniture deal- 
ers and others. 


New CBS Rate Card Out 


Columbia Broadcasting System 
has published rate card 25, effective 
April 1. New weekly and annual 
discount schedules are included, to- 
gether with the addition of seven 
new stations to bring the network 
to 115 outlets. 


Dillon Joins Colton 

Clifford Dillon, formerly of the 
promotion staff of the New York 
Sun, has joined Wendell P. Colton 
Company, New York, as a copy- 
writer. 


Trailer Parts to Agency 

Marvel Trailer Parts Company, 
Detroit, has placed its account with 
Whipple & Black Advertising Com- 
pany, Detroit. 


Charles Lee, for several years 
| connected with research projects of 
a number of New York agencies, 
has organized the Institute for Mar- 
| keting Research, to service national 
| advertisers in performing indepen- 
|dent advertising and retail sales 
checks, as well as special marketing 
investigations. 


Heads Texas Publishers 


William M. McIntosh, San Antan- 
io Light, has been named president 
of the Texas Newspaper Publishers 
Association. Frank Mayhorn, 
Temple Telegram, is vice-president; 
A. E. Clarkson, Houston Post, treas- 
urer, and C. W. Tabb, executive sec- 
retary. 


Spiller Takes New Post 


Clifford Spiller, formerly account 
executive with Richard D. Northrop 
Company, Boston, and Samuel G. 
Krivit Company, New York, has 


been named promotion manager of 
American Home and Country Life. 


Vi INCREASING MOMENTUM 
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March 20, 1939 


THIMBLE THEATER IN REAL LIFE 


This tiny amusement palace, seating only 25, will feature Frank H. Lee Company's 


New York World's Fair exhibit, offering 


a striking contrast to the colossal theme 


pursued by most other fair exhibitors. 


Change of Pace to 


Mark Lee's Fair 
Promotion Project 


New York, March 14.—The 
World’s Fair, according to all indi- 
cations, will be colossal and stu- 
pendous, but at least one advertiser 
intends to capitalize on the bevy of 
bigness by making his fair exhibit 
a reversal of the general trend. 

Frank H. Lee Company will pro- 
mote its line of hats at Flushing 
with what it believes is the world’s 
smallest theater. The Lee Theater 
will seat only 25, and is designed to 
offer a contrast with more preten- 
tious exhibits. 

Sports shorts and commercial 
films depicting steps in the manu- 


facture of Lee hats will supply the 
program fare. The exhibitor ex- 
/pects fair-goers to suffer from the 
| heat, and will display a sign read- 
| ing “20 degrees cooler inside.” 

| Bermingham, Castleman & Pierce 
is the agency. 


| Palmen Issues Booklet 


Carl E. Palmen, Cleveland mer- 
chandising counselor, has_ issued 
\‘*Merchandising at Its Best,” a 
| booklet for sales executives, ex- 
|plaining his “fourth dimension” or 
{customer training method. 


Maloney Joins Donahue 


James J. Maloney, formerly on 
the executive staff of N. W. Ayer & 
Son, New York, has joined the ex- 
ecutive staff of Donahue & Coe, 
|New York. 


SURVEY OF BUSINESS 
TRENDS—1938 


Preliminary report on sales 


and inventories, in Manufac- 


turing, Wholesaling, Retailing, with comparative figures 


for the years 1935-1936-1937. 


This survey analyzes the first 10,000 returns to question- 


naires sent to every business concern of record (over 
2,000,000) on January 1, 1939. 


HOW BI 


G IS BIG 


BUSINESS? 


This study, by Edwin B. George, staff Economist, presents 


the various compilations on the concentration of corporate 


enterprise and control, and 


analyzes and appraises their 


significance from the standpoint of current economic 


problems. 


These articles appear in the 


be sent to anyone interested. 


March number. Copies will 


UNS REVIEW 


PUBLISHED BY DUN & BRADSTREET, INC. 
PW YORK chitcag LEVELAND 
I way f Bulkley Bldg 
REACHIING CHIEF EXECUTIVES OF LARGE CORPORATIONS 
o-~ 4 


Decline of 4.1% 
in March Linage 


of Farm Monthlies 


New York, March 15.—March 
linage in monthly farm magazines 
totaled 351,596, a decline of 4.1 per 
cent from the 1938 total of 366,688, 
Publishers’ Information Bureau re- 
ported today. The showing this 
month, however, compares favor- 
ably with that for February when 
a 7.3 per cent decline was reported. 

Other farm paper groups, report- 
ing February linage today, also 
showed declines from 1938 figures. 
Semi-monthlies carried 112,707 
lines, a loss of 3.7 per cent from 
the 117,035 reported at this time 
last year. 

The total for the bi-weeklies was 
304,195 as compared with 345,020 in 
1938, a decline of 11.8 per cent. 
Weekly farm papers reported a loss 
of 9.3 per cent, the current total 
being 100,915 as compared with 
111,239 in 1938. 

Farm dailies carried 94,837 lines, 
a decline of 20.9 per cent from the 
119,814 reported in February, 1938. 
Figures and page totals for the in- 
dividual papers are shown in the 
accompanying table. 


Edwards with Ratcliffe 

Joe W. Edwards has joined Rat- 
cliffe Advertising Agency, Dallas, 
in an executive capacity. He was 
formerly sales manager of the 
Texas State Network, Fort Worth, 
and previously was account execu- 
tive of Tracy-Locke-Dawson, Dal- 
las. 


Brown Agency Dissolved 

Brown Advertising Agency, New 
York, has been dissolved following 
the recent death of Louis Brown, 
president. A. R. Deutsch and Jer- 
ome P. Shea, formerly with the 
agency, have formed Deutsch and 
Shea in the Times bldg. 


WORC Appoints Miron 


Laurence Miron, former publisher 
of This Week in Worcester and ad- 
vertising manager of Sawyer’s store, 
has been appointed commercial 


manager of Station WORC, Worces- 
_ Mass. 


|Wind-O-Kleen to Hill 

Home Dry Cleaner Laboratories, 
Uniontown, Pa., maker of Wind-O- 
Kleen, has appointed The Albert P. 
Hill Company, Pittsburgh, to handle 
| its account. Newspapers, radio and 
direct mail will be used. 


Poultry and 


C. T. Donnelly Named 

Clinton T. Donnelly, formerly 
with Benton & Bowles, New York, 
has been appointed sales manager 
of W. F. Transportation Corpora- 
tion, New York, to sell advertising 
space in the company’s buses and 
terminal. 


France Corset Names Peck 

France Corset Company, New 
York, has appointed Peck Advertis- 
ing Agency, New York, to direct its 


advertising. Magazines and news- 
papers will be used in a _ spring 
campaign. 


In the photo above, Daniel C. Roper, ex- 

Secretary of Commerce, represents Pres- 

ident Roosevelt at the opening of the 
Golden Gate Internationa! Exposition 


KStO 


“THE AUDIENCE STATION” 
SAN FRANCISCO 
KSFO...Palace Hotel...San Francisco 
560 KC...5000W day... 1000W night 
PHILIP G. LASKY, General Manager 
National Representative: 
FREE & PETERS, Incorporated 
COLUMBIA BROADCASTING SYSTEM 


Poultry and 


Livestock Livestock 

-—Commercial Display— --Display— —cCommercial Display—, -—-Display-- 

1939-—.. ——-1938—_,, 1939 1938 1939, ——1938_, 1939 1938 

Monthilies Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lines 

*American Cotton California Cultivator 28.5 21,581 32.9 24,898 538 271 

Grower ..........--. 60 4,091 4.9 3,374 Dakota Farme ... 12.8 9,892 12.3 9,664 570 639 
American Fruit Grower 23.2 10,455 206.6 9,253 The Farmer (General 

American Poultry Jour- Edition) aaa 22.8 17,839 23.9 18,745 2,112 2,00 

nal Indiana Farmer's Guide 14.0 10,971 17.0 13,296 168 332 

Eastern Edition .. 18.5 7,926 19.5 8,366 9,071 8,118 | Idaho Farmer 20.2 15,275 20.4 15,443 196 136 
Arkansas Farmei 2.7 2,026 3.9 -,916 69 347 | Kansas Farmer 14.6 11,077 18.4 13,952 2,871 2,185 
Breeder's Gazette 13.0 843° 11.6 5,232 1,377 1,797 | Michigan Farmer 16.9 12,988 20.8 15,943 2,405 2,146 
California Citrograph 21 14,476 27.2 18,262 eee -+» | Missouri Ruralist ..... 9.5 7,256 2.4 9,395 1,023 283 
Capper’s Farmer 27.1 18,435 30.1 20,442 739 451] Nebraska Farmer . 18.5 13,457 22.6 16,432 2,770 1,593 
Country Gentleman 43.6 29,629 42.8 29,120 1,718 1,649 +Average 4 Editions. 18.9 13,750 23.9 17,364 3,048 2.195 
Country Home 18.2 57 26.0 17,682 808 710] New England Home- 

Farm Journal .. 29.8 39.9 17,098 1,196 1,286 SOE kiss 23.8 16,634 26.9 18,802 2,995 3,459 
Farm & Ranch 19.3 14,589 21.5 16,281 2,055 2,413] Ohio Farmer 21.0 16,140 24.5 18,827 1,580 982 
*Florida Grower 8.5 5,768 10.6 7,232 * Oregon Farmer 21.0 15,842 24.0 18,134 154 70 
Hoosier Farmer 15.7 085 16.0 200 Pennsylvania Farmer 21.3 16,325 24:5 18,796 709 134 
t*Idaho Granger . 4.9 5,823 6.5 7,003 Prairie Farmer: 

*Kentucky Farmers ON eee . 26.2 19,109 29.7 21,586 1,503 1,10 

Home Journal - 9.0 7,070 11.7 9,169 1,538 506 Indiana ...... . 26.2 19,109 29.7 21,586 1,503 1,10: 
National Livestock Rural New Yorker 23.8 18,679 25.1 19,646 6,935 6,995 

Producer .. 6.0 4,403 6.5 4,730 41 54 | Wallaces’ Farmer & 

Nation’s Agriculture... 5.5 2,485 7.2 3,252 eee Iowa Homestead 20.9 16,413 20.9 22,209 4,264 3,519 
*New Jersey Farm & Washington Farmer 21.5 16,260 23.3 17,581 386 70 

Garden ..... eeee 27.8 12,512 28.9 13,014 1,916 2.245 | Wisconsin Agriculturist. 18.1 14,228 21.7 16,975 1,992 1,961 
*Ohio Farm Bureau ——> seinen tae. « — 

News .... vee 9.4 1.386 11.6 5,213 173 542 Total Group ........ 304,195 345.020 39,968 34,679 
Poultry Tribune Weeklies (February ) 
rns «yg pagel eet a a i SS ee (Four issues unless otherwise noted) 

Southern Ruralist Capper's Weekly ‘ 2.9 6,429 3.4 7,580 2,295 1,135 
Carolina-Va. Edition. 29.9 21,775 0.4 22,145 757 618 | Dairyman's League 
Georgia-Ala. Edition. 30.0 21,842 29.0 21,112 737 462 News oe eeee ».8 4,244 6.0 4,400 75 58 
Kentucky-Tenn, Ed.. 27.6 20,120 27.0 19,684 781 600 | Pacific Rural Press 
Mississippi Edition. 28.4 20,662 26.5 19,283 1,096 676 Northern Edition 14.0 25,706 36 27,475 3,698 2,261 
Texas Edition 28.7 29.882 24.7 17.953 1.206 798 Southern Edition 0.5 23,050 35.0 26,447 3,915 2,601 
‘All Editions 24.1 17,5265 21.5 15,656 310 164 *All Editions 28.9 1,835 3 24,037 3,698 2,261 
tAver. of 5 Editions. 28.9 21,056 27.5 20,035 915 6390 | Semi-Weekly Farm News 

Rural Progress hye 10.1 6,868 8.1 5,530 559 558 Friday Edition i 7,715 3.8 9,104 591 111 
Southern Agriculturist. 18.9 13,215 18.8 13,192 486 312 Tuesday Edition 1.6 866 2.7 6,396 588 110 
Southern Planter ... 20.0 14,008 20.4 14,255 1,108 714 | * Washington Grange 

Successful Farming . 44.8 20,180 50.5 22,741 910 707 News Saban 14.1 15,332 12.4 13,462 

Wyoming Stockman- Weekly Kansas City Star: 

Farmer ..... 4.4 4,915 8 OR9 196 240 Missouri Edition 5.9 14,573 6.6 16,375 1,719 1,193 
Total Group 51,596 HH 88S 7.565 420 Total Group 100,915 111,239 13,181 7,969 
aoa Dailies (February) 

Arizona Producer 19.5 16.317 12.9 10,107 954 132 | *Chicago Daily Drovers 

*California Grange News 6.8 10,829 6.4 10,282 ae Journal , P 11.8 25,198 12 26,170 7,904 5,502 

Farmer-Stockman 20.1 15,140 19.7 14,924 2,053 1,633 | *Kansas City Daily 

Hoard’s Dairyman 24.6 17,897 23.9 17,364 2,083 1,971 Drovers Telegram... 11.9 25,225 18.0 38,228 3,957 10,628 

Missouri Farmer . noe | 6,350 10.8 8,486 1,022 485 | *Omaha Daily Journal- 

Montana Farmer ... 14.9 11,275 18.3 13,862 994 1,679 Stockman -++ V1.2 28,812 14.8 31,428 11,347 11,074 

*Oregon Grange Bulletin 14.¢ 15,820 15 16,800 eet eee 2 Louis Daily Live 

Utah Farmer il 8.837 14.¢ 11,074 RRO 1,918 Stock Reporter 9.7 20,602 11 23,988 2,866 3,632 

Western Farm Life 14 11,242 18.0 14,136 627 527 ad —— - 
-_ Total Group 94,827 119,814 26,074 10.736 

Total Group 11°.707 17.0 8,613 S34 

Bi-Weeklies (February) *Figures provided by publisher 

(Four issues unless otherwise noted) ‘Not included in total. 

American Agriculturist. 20.8 15,120 18.0 13,110 2,294 699 February, not included in total 


Account to Fairfax 


H. W. Fairfax Advertising Agency, 
New York, has been appointed ad- 
vertising counsel for Fuel Control 
Corporation, New York, manufac- 
turer of Economo. Business papers 
and newspapers will be used. 


Diamond to Prelle 

Diamond Ginger Ale, Inc., Water- 
bury, Conn., has appointed F. W. 
Prelle Company, Hartford, to direct 


a radio campaign for its carbonated 
beverages. L. R. Schoenfeld is ac- 


count executive. 


Wael ThINGS [Ant PLAt 


KSFO os right on the job to take them place! 


@ Alertness! Maybe that's one of the 
very good reasons for KSFO’S popw- 
larity in the key counties of Northem 
California. For whether it’s the open 
ing of San Francisco's World's Fait 
or whatever the public wants to hea, 
when things take place, KSFO takes 
them places! 

Takes them places you want YOUR 
message to go... right into the homes 
of millions of Northern Californians 
who have money to spend and, esp® 
cially now, are spending it! 

LET YOUR FREE AND PETERS MAN 
TELL YOU HOW TO GET YOUR SHARE 
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Coming 
Conventions 


April 23-27. Annual convention, 
National Newspaper Promotion As- 


sociation, Waldorf-Astoria, New 
York. 

April 25-28. Annual convention, 
American Newspaper’ Publishers 


Association, Waldorf-Astoria, New 
York. 

April 28-30. Annual convention, 
Associated Business Papers, Inc., 
The Homestead, Hot Springs, Va. 

May 5-6. Annual meeting, Ad- 
vertising Affiliation, Cleveland. 

May 8-9. Midyear meeting, As- 
sociated Grocery Manufacturers of 
America, The Greenbrier, White 
Sulphur Springs, W. Va. 

May 10-11. Spring conference, 
Association of National Advertisers, 
Westchester Country Club, Rye, 
i - 

May 11-12. Annual convention, 
American Association of Advertis- 
ing Agencies, Waldorf-Astoria, New 
York. 

May 16. Spring meeting, Insur- 
ance Advertising Conference, New 
York. 

May _—-19--20. Spring _ session, 
American Marketing Association, 


- Medinah Club, Chicago. 


June 1-3. Annual convention, 
National Advertising Agency Net- 
work, Park Plaza Hotel, St. Louis. 

June 5-6. National Business-Con- 
sumer Relations Conference, Buf- 
falo, N. Y. 

June 12-16. Annual convention, 


} Outdoor Advertising Association of 


> America, 
York. 


Hotel Pennsylvania, New 


June 12-17. Annual convention, 
Lithographers National Association, 
Westchester Country Club, Rye, 
N. Y. 

June 15-17. Annual convention, 
Southern Newspaper Publishers 
Association, Chamberlin Hotel, Old 
Point Comfort, Va. 

June 16-18. Advertising Distrib- 
utors of America, Belmont Plaza 
Hotel, New York. 

June 18-22. Annual convention, 
Advertising Federation of America, 
Waldorf-Astoria, New York. 

June 25-29. Annual convention, 
International Association of Display 


' Men, Hotel Astor, New York. 


» tion, 


June 25-30. Annual convention, 
Pacific Advertising Clubs Associa- 
Oakland, Calif. 

July 10-13. Annual convention, 
National Association of Broadcast- 
ers, Ambassador Hotel, Atlantic 
City. 

Sept. 11-14. Annual convention, 
Financial Advertisers Association, 
Royal York Hotel, Toronto. 

Sept. 12-13. Annual convention, 
Association of National Advertisers, 


| The Homestead, Hot Springs, Va. 


Sept. 20-22. Annual conference, 
National Industrial Advertisers As- 
sociation, Hotel New Yorker, New 
York. 

Sept. 27-29. Annual convention, 
Direct Mail Advertising Associa- 
tion, Roosevelt Hotel, New York. 

Oct. 1-4. Annual meeting, Mail 
Advertising Service Association, 
Hotel Astor, New York. 


Wine Drive Augmented 


Park & Tilford Import Corpora- 
tion, New York, is supplementing 
its national advertising in Esquire, 
Fortune and The New Yorker with 
space in two New York City news- 
papers. Emphasis in newspaper 
‘opy will be placed on Harvey’s 
Bristol Cream and Harvey’s Dry 
Sherries. Charles M. Storm Com- 
pany, New York, is the agency. 


Compton Expands 


_Compton Advertising, Inc., New 
‘ork, will take more space on the 
ifteenth floor of the International 
tidg., 630 Fifth avenue, within the 
next few weeks. 


Be hn 


Clever De Soto 
Demonstrates, Tells 
Its Own Story 


Detroit, March 15.—A new auto- 
mobile merchandising stunt, which 
literally lets the car talk for itself, 
was revealed today by the De Soto 
Division of Chrysler Corporation, 
which will launch a series of spe- 
cial demonstrations in Miami next 
week as a prelude to a nationwide 
tour. 

* By means of a record-player and 
three loud speakers concealed with- 
in the car and a group of electrical 
gadgets also concealed inside the 
car, the vehicle blows its horn, 
starts the engine, switches head- 


| 
lights on and off, operates the w ind- | | | Perfex iia pane 
| Shield wiper, tunes the radio, lifts | 


the hood and opens and closes doors | 
without a soul inside. At the same | placed its advertising 


folded, with voice and lal brey, Inc. Leroy A. Kling will be 
tion carefully synchronized. The|in charge. 


presentation is brought to a close 
lis- 
tening” and an invitation to take a} 


with a cordial “thank you for 


ride in a 1939 De Soto. 
From Miami the car 


every possible point. 


of sales promotion for the tour. 


Carson Joins “Redbook” 
Frank Carson, formerly 


Chicago staff of Redbook. 


will move 
northward giving demonstrations at 
K. H. Bron- 
son, advertising director, is in charge 


with 
Marshall Field & Co., has joined the 


Perfex Corporation, Milwaukee, 
| manufacturer of heat controls, has 
account with 


| Peerless Appoints Levy 


Raymond Levy Organization, New 
York, has been named to handle 


advertising for Peerless Packers, 
Inc., Brooklyn, manufacturer of 
Tem-Tee Malted Mixor, a malted 


milk powder. 


H.S.G. Agency to Move 


H.S.G. Advertising Agency will 
move its offices in April from 420 
Madison avenue, New York, to 19 E. 


‘Weaver to Big Ben 


53rd street. 


Dick Weaver, formerly assistant 
advertising manager of H. C. Bo- 
hack Company grocery chain, has 
been appointed advertising and 
promotion manager of Big Ben 
Food Markets, Long Island chain. 


Dairy to Allen 


The Earl Allen Company, Omaha, 
Neb., has been appointed to handle 
the account of Roberts Dairy Com- 
pany, operator of dairies in several 
Nebraska cities and Sioux City, Ia. 
Newspapers and radio will be used. 


Baker in New Post 


William Van Buskirk Baker, Jr., 
has joined the advertising staff of 
Edward Valve & Mfg. Company, 
East Chicago, Ind. 


* 


THE ONLY PUBLICATION OF ITS KIND 


* 


the joint 


a valuable 


BILLION 
(NATIONS monEYV SUPPLY) 


“too much 


BILLION 


illustrated with startling clarity the country’s ‘No. 


idle money.” . . 


problem of idle 


contribution to 


money 


the 


Industrial 
Production 
Index 


This PICTOGRAM~—-an exclusive feature of THE UNITED STATES NEWS 


1 


. . In 


idle 
of 


and men 


thinking 


The UNUSUAL approach, the UNUSUAL treatment, the 
UNUSUAL completeness of THE UNITED STATES NEWS 


attracts readers of 


UNUSUAL capacities. 


THE UNITED STATES NEWS is an UNUSUAL 


medium for important advertisers. 


Industrial 
Production 


Index 


the article accompany- 


ing the PICTOGRAM definite actions were suggested for solving 


important 


\ 


TITLe eee © 6 Fer OFF. 


problem— 


people. 


The Umited States News 


THE WEEKLY NEWSMAGAZINE OF NATIONAL AFFAIRS 


WASHINGTON 
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MAGAZINE PERSPECTIVE with NEWSPAPER SPEED 
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BOCKTOWN BOYS BLOW THEIR BUGLES 


; 
3 
; 


i! 


One of the features of the recent bock beer party held at the Advertising Club 

of New York was issuance of a special edition of the “Bocktown Bugle.” Val A. 

Schmitz, advertising manager, F. & M. Schaefer Brewing Company; C. A. Agate, 

of the club; and George Jordan, advertising manager, Jacob Ruppert Brewery, 
prepare to put the burlesque tabloid to press. 


Dealer's Customer 
Will Also See 
Simmons Catalog 


St. Louis, March 14.—A new type 
catalog in the hardware field, de- 
signed to stimulate consumer sales 
as well as to aid the dealer in his 
purchases, has been put into dis- 
tribution by the Simmons Hard- 
ware Company. 

Copy and layout of the new cata- 
log have been designed to conform 
to retail selling copy which the 
consumer is accustomed to see in 
his newspaper or magazine. Color 
is plentifully used and each item 
has been described in a way that 
will answer such consumer ques- 
tions as “What will it do for me?” 
and “How much does it cost?” 

L. E. Crandall, Simmons presi- 
dent, characterized the catalog as 


M952 mat! requests fost for 
d printed giveaway Mere? 


one containing six essential features 
needed by the merchant. These fea- 
tures are consumer selling copy, 
prevailing retail prices, symbols 
showing approximate margins, com- 
plete merchandise descriptions, full 
illustrations and loose leaf pages 
for subsequent additions. 

Another point emphasized by 
Mr. Crandall is the catalog’s ability 
to make available for selling thou- 
sands of items that the dealer can- 
not afford to stock regularly. Com- 
prising more than 1,900 pages, the 
catalog is bound in a dark blue and 
red looseleaf binder. A nominal 
charge is made for maintenance 
service of this loose leaf edition, 
although a bound catalog contain- 
ing only the first edition is being 
sent free to dealers preferring the 
older style. 

The Von Hoffman Press handled 
the printing of the catalog for Sim- 
mons. 


WMT 


4 
of coulse! 


Big radio responses usually come on 
items of unusual intrinsic value. 
trinsic value is one thing of which the Corn- 
tussel News is practically devoid. 

It's a burlesqued country paper printed 
spasmodically in connection with “Corn- 
tussel News," a burlesqued news broadcast, 
sponsored by a large midwestern bakery. 
It is produced by WMT and fed to four 
other stations. 
alone pulled 11,952 responses. 


And in- 


On the last offer WMT 


That response confirms what many ad- 


*And, of 
vou can buy WMT 


course, 


vertisers already know—that WMT does 


an effective selling job to 747,569 radio 
homes in lowa and western Illinois. Eco- 
nomically, too, with rates that figure as 
low as 3 cents per thousand families. 


in combination 


with WNAX and 


KSO or KRNT at 
an exceptionally 
low rate. 


Ask us how. Drop us a line, or call your 
nearest Katz office. 


Cedar Rapids-Waterloo - 600 Kilocycles 
NBC Blue-MBS + 5000 Watts LS. + 1000 Watts Night 
Represented by THE KATZ AGENCY 


69,000 Square Miles of the RICHEST PART of the MIDWEST 


Getting Personal 


Seagram Distillers’ W. M. Swertfager, director of advertising, 
sales promotion and public relations, is vacationing. . . Ditto Standard 
Brands’ D. P. Woolley, v.p., who also picked March for his winter 
relaxation. . 


Charles Presbrey, son of Charles S. Presbrey, pres., Cecil & Pres- 
brey, broke down at the Stork Club a few nights back and told why 
he left Princeton two years ago. It seems he has been married since 
then, and just decided to tell people about it. Now he wants a news- 
paper job, but may return to college or start work for his papa... 

W. F. Hufstader, v.p. and gen’l s.m., Buick Division, General 
Motors Corporation, has a speaking date with the Sales Executives 
Club of N. Y., March 21. : 
Cedric Seaman, director of ad- 
vertising, Continental Baking 
Company, is back in harness 
after vacationing. . . 

Harry Madden, the author 
of the new Broadway play, “Mrs. 
O’Brien Entertains,’ used to be 
business manager of the Brook- 
lyn Eagle. Kenneth Collins, ex- 
retail ad whiz now assistant to 
the g. mgr., N. Y. Times, was 
feted by his former associates at 
Gimbel Bros. . . 

One of J. Walter Thompson 
Company’s bright young script 
writers on the West Coast, Rob- 
ert J. Brewster, is engaged to 
Jane Witherspoon, of the society 
pages. Fittingly, he’s a Prince- 
tonian and she is a descendant 
of the Princeton prexy of Revo- 
lutionary times. . . 

Frank W. Meyer, for a half 
century with Standard Brands 
and its predecessors, led a baker- 
grocer cruise to Bermuda and 
Nassau. George P. Simon, 
adv. director, London Daily Tele- 
graph, has sailed for home after @ppears to be stumped, N. W. Ayer's 
a five-week tour of this coun- Bred Browne amused, at a potential 
try... “tongue-twister" in a script, three min- 

Richard J. Compton, the utes before an Armco broadcast. 
agency prexy, is on a three- ~ mp 
weeker to Nassau, the lucky fellow. . . Alfred J. McCosker, WOR 
pres. and chairman of Mutual, has joined the Florida colony. : 
Tom Luckenbill, of J. Walter Thompson's radio dept., is recovering 
after an operation on his knee. . . 

Bob Barbour of Bakelite Corporation and Jim White, pres., 
Rickard & Co., made a hit with their ad-libbing over the microphone 
which they introduced at a Vox Pop session before TPA. At the same 
meeting, Charlie Trott, ad director of Parker-Kalon Corporation, 
showed that in addition to his well-waxed mustache he can boast of 
ability to dash off a mean tablecloth portrait. . . 

The list of honor guests for the Advertising Women of N. Y.’s 
“Glamour Ball” included: John Benson, Four A’s prexy; Gilbert 
Hodges, exec. v.p., N. Y. Sun; Earle Pearson, g. mgr., AFA; and 
Elsie Weaver, pres., Philadelphia Club of Advertising Women. The 
affair was staged March 17... 

Dick Borden, s.p.m., Borden Company, brought along his asso- 
ciate, Alvin A. Stadtmiller, s.p.m., Borden’s Farm Products Division, 
to share the spotlight at the Ad Club’s marketing forum, so W. T. 
Baker of Westinghouse Electric & Mfg. Company came fortified with 
his associate, Tom Fort, and no pun intended... 

Harry C. Phibbs, the Chicago agency head, is cruising in the 
Caribbean. . . 

L. G. Tremblay, advertising manager for Old Dutch Cleanser, has 
resumed his duties after a month’s absence because of illness. . 
Harry Neal Baum, who as advertising manager of Fairbanks, Morse 
& Co., Chicago, is best noted for his industrial strategy, reports that 
he is having a lot of fun with the company’s consumer stoker cam- 
paign. . . 


STUDY IN CONTRASTS - 


ee ag tes 


Bill McFee (left), American Rolling Mill 
Company's director of copy and plans, 


Proof that A. B. Reincke, 
president of Reincke-Ellis- 
Younggreen & Finn, Chicago, 
performs subconsciously in the 
same optimistic vein that marks 
his more open expressions, was 
presented this week in _ this 
“doodling” study. Toying with 
his pencil while talking on the 
phone, “A. B.” sets down on his 
scratch pad an endless chain of 
smiling faces. He never “doodles” 
with plain horizontal or vertical 
strokes. . . 

Roland G. E. Ullman, Phila- 
delphia advertising agency head, 
is putting the finishing touches 
on a new book on marketing to 
be published during the summer. 
He has a collaborator in the per- 
son of one Professor Loberg, of 


PROOF OF OPTIMISM 


©) © © 


OOO © 


These are some samples of “doodling,” 
done by A. B. Reincke, head of Reincke- 
Ellis-Younggreen & Finn, Chicago. 


Cornell University. . . 

R. J. E. Silvey, head of the 
listener research division of Brit- 
ish Broadcasting Corporation, is 


visiting in this country and Can- 
ada. While over on this side, he 
will make a study of American listener research methods. . . 

Leslie Joy, g.m. of KYW, Philadelphia, celebrated his 14th anni- 
versary with NBC on St. Patrick’s Day. . . K. A. Ford, of Ford, 
Browne & Mathews, Chicago agency, has returned from a Florida 
vacation. . . 

The Lever Brothers bowling team is out in front in a contest 
currently being sponsored by the Boston Evening American and 
Record. The team boasts of these members of Lever’s ad dept.: Rus- 
sell Wight, Cliff Snow, Roger Bacon, Raymond Johnson and E. Gerald 
Grey... 

Art Sherrill, v.p. of Liberty in Canada, and other Liberty staff 
members, have been spending their spare time playing hockey with 
Ronalds Advertising Agency, Toronto. . . 


Cub Offers 
Free Teaching 
to Embryo Pilots 


Lock Haven, Pa., March 15.—The 
amateur air transport season wil] 
open officially in April, according to 
the reckoning of the Piper Aircraft 
Corporation, which launches its 
1939 campaign in that month. Piper, 
which claims to have sold one-third 
of all civilian planes in the United 
States for several years, will use a 


-|magazine schedule which includes 


Outdoor Life, Popular Science and 
The Saturday Evening Post. Avia- 
tion publications will also be em- 
ployed. 

All of the methods which have 
been used effectively in the sale of 
other products are employed in 
popularizing the Cub plane. An 
instalment plan, which permits the 
aviation enthusiast to get his own 
plane for as little as $419 down, is 
featured. 

Equally helpful in spreading the 
gospel of “fly your own” is the free 
flying course which all Cub dealers 
are prepared to give. This instruc- 
tion is given in the buyer’s own 
plane without charge and with the 
assistance of government licensed 
instructors. 

All Cub 1939 advertising offers a 
colorful free catalog. It also boasts 
of supremacy in the field with the 
slogan, “Count the Cubs.” Hutchins 


' |Advertising Company, Rochester, is 


the agency. 


Direct Mail Center 
Opens in New York 


A National Direct Mail Center, to 
|} be a permanent exhibit of mail 
| campaigns, commercial exhibits and 
'a social meeting place, has been 
opened at 17 E. 42nd street, New 
York. 

Henry Hoke, publisher of The Re- 
porter, organ of the Direct Mail Ad- 
vertising Association, is in charge of 
the center, which is intended to re- 
place traveling exhibits of direct 
mail. 


Beitler Leaves ABC 


Brooks H. Beitler has resigned as 
service and promotion manager of 
the Audit Bureau of Circulations 
Chicago. Mr. Beitler joined the Bu- 
reau in July, 1937, succeeding the 
late H. V. Strawn. He was for- 
merly city editor of the Chicag 
Daily News. 


Resign from “Town” 


George W. Small, advertising di- 
rector, and Kimball V. Root, East- 
ern representative, have resigned 
from Town Weekly Magazine, New 
York. 


“Horizons” to Provol 

George J. Provol, Chicago, has 
been appointed Western advertising 
manager of World Horizons and 4H 
Horizons, Wellesley, Mass. 


Clothing to Reiss 

J. Friedman & Co., New York, 
manufacturer of men’s suits, top- 
coats and overcoats, has appointed 
Reiss Advertising, New York, to di- 
rect its account. 


In Syracuse... 
WSYR delivers 
a plus audience 
with its large 
farm following. 

570 ke. 
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Essay Contest 
Leaflet Demand 
Exhausts Supply 


27 Local Tie-ups Defi- 
nitely Under Way in 
Student Competition 


Chicago, March 17.—With an un- 
precedented demand for folders 
giving details of the fourth annual 
ADVERTISING AGE student essay com- 
petition exhausting two printings, 
an additional run of 20,000 copies 
was ordered this week. Already 
more than 80,000 copies of the leaf- 
let, which contains rules of the 
competition and an optional entry 
blank, have been distributed to 
students, teachers, newspapers, ad- 
vertising clubs, and other individ- 
uals and organizations. 

Another advertising club joined 
the ranks of those sponsoring local 
tie-up contests this week when the 
Advertising and Sales Club of Flint, 
Mich., reported it will sponsor a 
local contest, awarding three silver 
trophies to the winners. The Erie, 
Pa., Advertising Club is already 
well along on its local contest. 


Peoria Backs Contest 


At Peoria, Ill., the Peoria Adver- 
tising and Selling Club also got be- 
hind the contest, giving it promi- 
nent publicity in all local educa- 
tional institutions. In other cities, 
including Chicago, the local adver- 
tising clubs are cooperating by aid- 
ing in the distribution of contest 
leaflets, and by calling the compe- 
tition to the attention of teachers 
and educators. 

Local newspaper tie-ups are in 
full swing in 25 communities in 
various parts of the country, and 
scores of other newspapers are co- 
operating actively by distributing 
folders, publishing news stories and 
advertisements, and urging local 
students to send their entries in to 
ADVERTISING AGE, 

Newspapers which are conducting 
full-fledged local tie-ups include: 

Stockton, Cal., Record; Trinidad, 
Colo., Chronicle-News; Columbus, 
Ga., Ledger Enquirer; Rockford, I11., 
Morning Star; Rock Island, ILL, 
Argus; Springfield, I11., Illinois State 
Journal; Peru, Ind., Daily Tribune; 
Michigan City, Ind., News-Dispatch; 
New Orleans, La., Times-Picayune; 
Bemidji, Minn., Daily Pioneer; Red 
Wing, Minn., Daily Republican; Ba- 
tavia, N. Y., Daily News. 

North Tonawanda, N. Y., Evening 
News; Charlotte, N. C., Observer; 
Frederick, Okla., Leader; Grants 
Pass, Ore., Daily Courier; Portland, 
Ore., News-Telegram; Meadville, 
Pa., Tribune-Republican; Sunbury, 
Pa., Daily Item; Charleston, S. C., 
Evening Post; Murfreesboro, Tenn., 
Daily News Journal; Beckley, W. 
Va., Raleigh Register; Racine, Wis., 
Journal-Times. 


Canadian Papers Participate 


In Canada the St. Catherines, 
Ont., Standard and the Regina, 
Sask., Leader Post are conducting 
contests. 

ADVERTISING AGE is offering cash 
prizes totaling $1,000 in the compe- 
tition, which calls for essays of not 
more than 1,000 words on “How 
Advertising Benefits the Consumer.” 
The contest is open to all under- 
graduate day students in high 


i = — 


“Hello, Geo. Trimble”’ (Marschalk & Pratt Agcy.) 


4ay MARKET ? 


Look at PEORIAREA! 
in almost half again as 
people as in the 
of New Mexico. People who 
buy too! Per capita retail 
sales are above U. 8S. average 
—about $491.00 annually. You 
can cover PEORIA with ONE 
station—W M B D. 


Free & Peters, 


Packs 
many 
whole state 


ne. 
Nat'l Reps. 


schools, colleges and universities 
throughout the United States and 
Canada. 

Six major prizes and 20 honor- 
able mentions, divided equally be- 
tween the high school and college 
divisions, will be distributed. In 
addition to the cash prizes, the first 
place winners in each division will 
be the guests of ADVERTISING AGE at 
the convention of the Advertising 
Federation of America in New York 
June 18-22. 


Telford with Agency 

H. G. Telford, formerly with the 
Cleveland office of the Curtis Pub- 
lishing Company, has joined Mel- 
drum and Fewsmith, Cleveland, as 
account executive. 


Scenic Story 
to Key Oregon's 
$120,000 Campaign 


(Picture on Page 31) 

Salem, Ore., March 15.—Oregon’s 
famous scenic drives will be shown 
in their full natural colors to the 
readers of four national magazines 
which will carry the bulk of the 
state’s 1939 “Drive Oregon High- 
ways” advertising campaign. 

The $120,000 tourist selling effort 
will begin in the April issues of 
American and National Geographic 
with a color page in each. The lat- 
ter will carry a second color page 
later in the season, while The Sat- 


urday Evening Post and Time will 
also carry color pages in forthcom- 
ing issues. In addition three sports- 
men’s, two teachers’ and 12 motor 
club publications will carry smaller 
black and white copy during the 
tourist season. 

All copy will mention the San 
Francisco Exposition, where a two- 
reel talking picture, “The New Ore- 
gon Trail,” will be shown in the 
Oregon building as a further effort 
to attract tourists to the “air-condi- 
tioned state.” 


Issues New Rate Card 


Station WHN, New York, has is- 
sued a new rate card, effective 
March 31. The basic hour rate has 
been raised from $400 to $450. 


Johnson to Continue 
in SNPA Post 


Walter C. Johnson, treasurer of 
the Southern Newspaper Publishers 
Association since 1927, will continue 
in that post until the annual con- 
vention in June, despite the fact 
that he is no longer connected with 
the Chattanooga News. 

The SNPA board announced that 
it had refused to accept his resig- 
nation. 


To Whipple & Black 


Knight Menard Company has ap- 
pointed Whipple & Black, Detroit, to 
handle a campaign for its new 
Alden Park Village subdivision, a 
new section of half-acre plots near 
Plymouth, Mich. 


WHY EXPERIMENT? 


Once there was an advertising man who believed in “trying anything once.” He was par- 


ticularly vulnerable on the subject of photo-engravings. At one time he was overcome by 
a hot solicitation on price. But the next time he fell for the speed angle. Before long the 
marvelous performance of a new etching device caught him unawares, and he finally 
went for the last word in engraving plants “opened up right in the neighborhood.”. . . 
His batting average on results is about 25%, and he admits to being a practical zero in 
disposition and faith. As he turned to the “R's” in his phone directory he was heard to 
say—"You may experiment with your golf swing and still shoot in the 80's, but the rule 
doesn't work when you want good engraving results.”. . . Rogers’ reputation—nation- 
wide—for time-after-time delivery of engravings that print what the *original copy 
shows, has discouraged the desire for experiment in hundreds of pretty exacting buyers 
—you'd know a good many of them. Our telephone number, by the way, is Calumet 4137. 


*There are times when we aie asked to improve the color of the original copy—and we often do. 


ROGERS ENGRAVING COMPANY 


Adolph F. 
2001 CALUMET AVENUE e 


Buechele, President « 


Phone: 


Master Craftsmen of Photo-Engraving 


CALumet 4137 © CHICAGO, ILLINOIS 
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Self-Reliance Held Hazard 


in Interpreting Label re | SAL HEPATICA is an effervescent 


saline combination similar to the natural 
“Saline Waters’ of certain of the medic- 
inal springs of the United States and 
Europe; and is fortified by the addition 
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EVOLUTION OF A LABEL UNDER NEW FOOD AND DRUG ACT 


COMPOSITION DOSAGE and ADMINISTRATION 


ADULTS—As a gentle laxative and cathar- 
tic, take one to two teaspoonfuls dissolved in a 
glassful of water, half to one hour before each 
meal and at night just before retiring. 


As an active laxative and cathartic in con- 


(Continued from Page 1) with the government and take care 


Hepatica label is shown in the ac- | of the production Getatls invetved in 


dering new labels of Sodium Phosphate. [ORIGINAL] stipation and for flushing the intestinal tract, 
companying illustration. ‘ee See a a PROPERTIES take two to four teaspoonfuls, dissolved in a 
Another stumbling block in the | One of the major problems en- Effervescent large glassful of water, either hot or cold, prefer- 
i ; Le tered in connection with the : : : ably one hour before breakfast. 
jay satisfactory c liance lies | °°U" - As an active laxative and cathartic , ‘ 
wer of satetac eo Se sear pos |new law, Mr. Means declared, is SAL HEPATICA is highly efficacious Saline Combination As a prompt laxative and cathartic, take one 
in the declaration of the weight or | . gniy : . 
ae » af the contents of the pack- |" ™#= retailers and wholesalers in comparison with the many natural or CAREFULLY BLENDED teaspoonful dissolved in a glassful of hot water, 
procge Aig nabs gato pack- /understand the objectives of the artificial oe py oe My me to wanes, Gonsmaee = each fifteen minutes until action is 
Be, I ‘ _ P . : i | measure. the nicety of the blend and the balance , 
A manufacturer may sell a 3- of its component parts. LAXATIVE & CHILDREN—According to age, take one- 
ounce size of his product for 50 Educational Job Needed It possesses marked physiological CATHARTIC half to one teaspoonful dissolved in water, or, 
‘ . peices fe lahel ” properties as a laxative and cathartic if preferred, in lemonade. 
cents and so declare on his label, “Many retailers P 1 that 
a” ay8 Pe. any retailers now fee a for general use. — en 
he said, “but his 16-ounce size for they face a jail term if found with BRISTOI-MYERS CO NEW YORK Add the Sal poe to a and 
; » labeled a ‘pint.’ i F eis : . Keep bottle closed. serene stir until dissolv 
$1.50 must be labeled a ‘pint,’ in! an old package on their shelves CER CNN Ee _ 


accordance with the government's 
requirement that ‘terms which are 


familiar to the consumer’ must be 
used.” 


after June 15. If this fear is not 
dispelled manufacturers may find 
huge quantities of the old packages 
being returned to them in the next 
few months,” he said. 


COMPOSITION 


SAL HEPATICA is an effervescent 
saline combination similar to the natural 


DOSAGE and ADMINISTRATION 


Contents Listing a Problem ADULTS—As a gentle laxative and cathartic, 


‘6 : , . - - - ke one to two teaspoonfuls dissolved in a glass- 
It is up to manufacturers to “§ fesere” modicinal = 
This, Mr. Means observed, can ; I Poe me mem prey an ey set eran He war ony ful of water, half to one hour before each meal 
; p : point out to retailers that the gov- springs of the United States and Europe; and at night just before retiring. 
defeat its own purpose since the mien te enieenti semana and is fortified by the addition of Sodium 
uniform use of “ounces” permits the itis a i ae slaiele “4 Tee onan Phosphate. (ORIGINAL) , Ase ethan tpsntivncndcuthortic in cmuatigay i 
4 é é per. son and for in in imal tract, t t 
consumer to see at a glance that y PROPERTIES Effervescent & al tract, take two 


also be made to understand that the 
new laws concern interstate com- 
merce, very little of which is con- 
ducted by retailers and even whole- 


to four teaspoonfuls, dissolved im a large glassful 
of water, either hot or cold, preferably one hour 
before breakfast. 


Asan active laxative and cathartic SAL 
HEPATICA is highly efficacious in com- 
parison with the many natural or artificial 
saline mixtures. This is due to the nicety of 
the blend and the balance of its component 
parts. 


he is saving money by purchasing 
the larger size, whereas the sudden 
switch in terminology not only ob- 
scures this fact, but may also lead 


Saline Combination 


CAREFULLY BLENDED 
WELL BALANCED 


LAXATIVE & CATHARTIC 


As a prompt laxative and cathartic, take one H) 
teaspoonful dissolved in a glassful of hot water, 


a Lawn ¢ — : , id t each fifteen minut til action i 

the poorly informed individual to salers. And finally, they must It possesses marked physiological prop- 2 = minutes until action is 

think he is being cheated understand that the manufacturers erties asa laxative and cathartic for general ctive ingredients ned | | 
s Snes . guarantee their goods.” use. SODIUM BICARBONATE + SODIUM SULPHATE CHILDREN—A half teaspoonful dissolved in 


Many manufacturers err, in Mr. 
Means’ opinion, in the belief that | 
they have had a whole year in 
which to effect compliance with the 
new law. “Actually,” Mr. Means 
said, “they have had only three and 
one-half months in which to do the 
job as it should be done. They did 
not know what they might or might 
not say until the regulations were 
published, which was on Dec. 28, 
1938. Another two and one-half 
months must be deducted from the 
year to accommodate retailers who 


CAUTION 


In case of a severe or continual abdomi- 
nal pain, consult your physician, and mean- 
while avoid all laxatives and cathartics. 


Use a dry spoon. Keep bottle closed. 


SOOM CHLORIDE « SODIUM PHOSPHATE 
UTHIUM CARBONATE » TARTARIC ACIO 


| 

| 

| 

NET WGT. 12 O75. | 
ee 


BRISTOL-MYERS CO NEW YORK | 


water, or, if preferred, in lemonade should be 
given to children under four years. Between the 
ages of four and ten a teaspoonful similarly used. 


Add the Sal Hepatica to the water and stir 
until dissolved. 


Won’t Change Habits 


Mr. Means expressed the view 
that the listing of weight and in- 
gredients on the label should nei- 
ther impair the selling effectiveness 
of the package nor change buying 
habits. “A man will still use tooth- 
paste ‘by the inch’ no matter how 
much the contents weighs,” he said, 
“and a woman buying cosmetics 
will not look for peculiarly named 
ingredients but will still ask for ‘the 


PPD DDD DPS BFF PFS 


SSD BFF FFF PP F LPP FPF FFF PBHF-FFPF FF PP FSF eF PFO IPSS 


COMPOSITION DOSAGE and ADMINISTRATION 


As a gentle laxative take one to two teaspoonfuls 
dissolved in a glassful of water, half to one hour 
before meals, or just before retiring. 


As an active laxative and cathartic in constipation 
and for flushing the intestinal tract, or after over- 


Sal Hepatica is an effervescent saline com- 
bination similar to the natural “Saline 
Waters” of many of the medicinal springs 
of the United States and Europe; and is fort- 


ve Albany. He continued in that post get preferred sperm In . AW EAD 
= = ™~ front in dealer's windows, 
F | following purchase of the company ’ e. . 
Reaching up to new ey? a —- jee in 1903 by Friedrich Bayer, German and on counters. They ore Vire 
from 6 t a tat cent merchants report manufacturing chemist. tually pgs: sandwich 
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ne wale ae, wiltiows ms sore fro me ee per teen yon * _— | Although aspirin had been manu- different sales messages 
nana more millions rom inuance of the bt > > 
oo parler ter wealth assures ® pase v codily since | factured in Europe before the turn slipped on over their wie 
= veard sales trend which has Deen | of the century, it was Dr. von Salis | shoulders. A change of maa 
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Seinen’ aowty bleed merchandine 50-cent jar.’” ified by the addition of Sodium Phosphate. A Carefully Blended indulgence in eating or drinking. Take two to four 
by April 15 to avoid being stuck Fencer-Hall Named Properties—Sal Hepatica is highly efficacious Effervescent adie mianteion the eae of Pe 
with the old packages when the g and possesses marked physiological proper- Saline Combination 


June 15 deadline rolls around.” 
The three and one-half months 
remaining, Mr. Means _ indicated, 
constitute about the minimum time 
required to carry on negotiations 


The Press, Wilmington, Calif., and 
the News, Inglewood, Calif., have 
appointed Fenger-Hall Company as 
national representative. Jack Hor- 
nung has been added to the San 


. 
aah 


+ The Cimes- AVicaunre 
NEW ORLE ANS ST ATES 


sane, Ee 


Francisco office of Fenger-Hall. 


ties as a laxative and cathartic for general 
use. This is due to the care exercised in blend- 
ing its component ingredients. 


Caution—In case of a severe or continual 
abdominal pain, cunsult your physician and 
meanwhile avoid all laxatives and cathartics. 


LAXATIVE AND CATHARTIC 


ACTIVE INGREDIENTS 
SODIUM SULPHATE © SODIUM CHLORIDE 
SODIUM PHOSPHATE © SODIUM BICARBONATE 
LITHIUM CARBONATE © TARTARIC ACID 


NET WEIGHT 13 OZ 


von Salis Called It 
Aspirin and Made 


Bayer Famous 


Albany, March 15.—Dr. Emanuel 
von Salis, the man responsible for 
“changing” acetyl-salicylic acid into 
aspirin and thereby making several 
sizable fortunes for the Bayer Com- 
pany, was buried here this wek. 


Active for 35 Years 


Dr. von Salis was 80 years of age 
and served the Bayer Company as 
vice-president and general manager 
for 35 years until his retirement 
from active duty in 1934. He died 
in Beverly Hills, Calif., while visit- 
ing there with his wife. 

A native of Basle, Switzerland, he 
| came to America in 1898 as man- 
|ager of the Hudson River Aniline 
Color Company, then located in 
Rensselaer, across the river from 


| for many years the exclusive prop- 
erty of the Bayer Company. 
During the World War, the Bayer 
plant was seized under the 
enemy act and in 1918 it was sold 
to its present owner, Sterling Prod- 


alien | 


immediately with a glassful of plain water. 


As a delightful aperient take a half teaspoonful 
dissolved in a large glassful of water and sip at 
frequent intervals. 


Children—As a gentle laxative for children between 
the ages of four and ten, give a teaspoonful in a 
giassful of water or lemonade. 


Add the Sal Hepatica to the water and stir until 


Use a dry spoon. Keep bottle closed. dissolved. PRINTED INU. 8A 
The experiences of Bristol-Myers Company in revising its Sal Hepatica label are shown hae, Top, old label: in first 
revision; and finally, label aaereen by federal authorities. 


New Recoun for Dukoff 

Perma-Dry Process Corporation 
and Moth-Proof Process Corpora- 
tion, New York, creator of a new 
method of waterproofing and moth- 
proofing all fabrics, has placed its 
account with Edward Dukoff As- 
sociates, New York. An immediate 
business paper campaign is planned, 
with national newspaper and mag- 
azine advertising scheduled for late 
summer. 


Scovern with KSD 


James Scovern, formerly with the 
Los Angeles Times, has joined the 
sales staff of Station KSD, St. Louis. 
Previously, he had been on the ad- 
vertising staff of the St. Louis Post- 
Dispatch. 


Mistrial Dectened | in 


Camel Idea Suit 

The $1,000,000 damage _ suit 
brought against R. J. Reynolds To- 
bacco Company by L. T. Junk of 
Lynchburg, Va., came to an abrupt 
end when Federal Judge John Paul 
declared a mistrial in his Danville, 
Va., court. The case is tentatively 
scheduled for reopening in Septem- 
ber. 

Mr. Junk claimed he submitted an 
advertising idea to Bowman Gray, 
former chairman of the Reynolds 
board. The latter accepted the sug- 
gestion, it was alleged, and agreed 
to pay a percentage fee based on 
increased sales of Camel cigarettes. 
Mr. Junk claimed he received no 
compensation. 


M-W “DISPLAY BOYS” 


rigid. New, novel, practical 
... they keep your advertis- 
ing messages out In front. 


YEARS 


PHONE CALUMET 7200 OR WRITE 


| : 
; ucts Company for $5,310,000. Dr. | 
o . r | von Salis continued as operating MAGILL-WEINSHEIMER COMPANY 
‘ |head until his retirement in 1934 | 1920-1334 SOUTH WABASH AVENUE 
a | and even then continued to visit the CHICAGO, ILLINOIS 


| plant daily. 
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. : : ufacturing Company after graduat-| design for many more. He was also 
Barron Collier CAR CARD LEADER DIES Cruise Ends in ing from the University of Chicago| noted for his inventions, which in- 
Ry r D th f in 1914 and through aggressive| cluded the Pancoast color press and 
' - , eda or marketing tactics, created a wide|an adjustable “fudge” type system. 
: demand for the American Flyer Born in Massachusetts, George 
Car Card King, Toy Train Maker train in the face of some stern] Pancoast set his first type at the 
Chicago, March 15.—The winter competition. He also acquired ajage of 13 for the University Press, 
cruise of William O. Coleman, Jr.,| large stock interest in the company|Cambridge, and graduated from 
ed a ended in tragedy Monday night/| So that upon its recent sale to the| there to the Boston Globe. Later he 
when he died A. C. Gilbert Company, New Ha-| decided to try his talents in the 
. suddenly in ven, Conn., he was able to retire} West and in 1888 secured a job in 
Heart Attack Brings Guatemala of a from business and devote himself|the composing room of the San 
End to Colorful Adver- heart attack, ac- to his favorite pursuit of travel. | Francisco Examiner. 
os Cc cording to word The body is being flown back to/ It was not long before his work 
tising areer received here to- Chicago for interment. caught the attention of Mr. Hearst 
‘ : day. Mr. Cole- - who drafted him as secretary. Seven 
New York, March 16.—Advertis- man, 46, former years later he moved up to the post 
ing lost one of its most colorful per- president of the G. E. Pancoast, of mechanical chief of the local 
sonalities this week when Barron G. American Flyer s a plant. 
ergy arg gg hme a> Ines Manufactur- Hearst Printing In February, 1938, more than 700 
of a heart attack. He wou ave ing Company, . friends and associates of Mr. Pan- 
7” “a 66 _ old ee” eae left Chicago with Expert, Dies coast in the printing industries cele- 
= © © greatest salesmen Hill Blackett, . brated his 50th year with Hearst 
~ who ever dominated any phase of head of Blackett- w. ©, Coleman, Jr. New York, March 15.—George E. as da & os oa So 
advertising activity, Mr. Collier was Sample - Hum- Pancoast, mechanical director and Yorker 
a man of many facets. “Who’s Who mert, Inc., March 1, sailing from chief engineer of the Hearst news- . 
in America” lists him as a capital- New Orleans March 8 on the United | Papers, today succumbed to pneu- 1 
| ist, but he was equally well at home Barron G. Collier Fruit S.S. Toloa. Both were accom-|™onia at the age of 77. He had Jules Herbuveaux 
: with police chiefs the world over, panied by their wives. In addition,} been ill in a hospital for 12 weeks. Advanced by NBC 
‘ Boy Scout leaders, real estate oper- | cards were available in 3,000 cities| Mr. Coleman’s daughter, one of four} Mr. Pancoast, associated with| Jules Herbuveaux has been ap- 
| ators, railway men and advertising|and towns at the high point and | Surviving children, was in the party.| William Randolph Hearst for 51] pointed program manager of the 
executives. there were branch offices in 60 Mr. Coleman combined an inven-| years, was considered one of the| central division of National Broad- 
f The “G” initial in his name stood | cities. tive mind with an aptitude for and| country’s leading experts on news-|¢asting Company. W. P. Wright 
1 for “Gift” and that fully epitomizes} Around 1921, business became so | belief in advertising which enabled | paper printing plants, having built = corel Herbuveaux as pro- 
his Horatio Alger career, He served|heayy that no more space was| him to make a conspicuous business | 14 such establishments for the Lloyd "G “Borris has been ap- 
a 10-year apprenticeship in his na- available, and the Collier compa-| SUCCESS while comparatively young.| Hearst organization and having pointed aestatent production mana- 
tive Memphis before coming to New | nies had waiting lists of advertisers He joined the American Flyer Man-| been called in as a consultant on! ger, succeeding Mr. Wright. 
York in 1900 to establish the first of | pleading to buy space. By this time | ————————--— en — ————eee ae a 
his ‘many companies, Barron G.|most contracts were for five years, 
Collier, Inc. His dream of a na-|anq Mr. Collier controlled bus, 
tional brokerage company for Car | ojeyvated, and subway advertising 
ecards was realized in 1904 with the along with street cars. 
-_ formation of Street Railway Adver- Although he amassed a fortune 
tising Company. Previously, the|from his numerous enterprises, 
at field utterly lacked standardization among which were large land hold- 
—local companies controlled rates, | ings in Florida, Mr. Collier experi- 
sizes and contract conditions. The |onced serious financial difficulties 
birth of Street Railways, however, with the advent of the depression 
brought a semblance of stability to years. At the time of his death he 
the medium in 350 cities, involving was president of 20 companies and 
more than 11,000 cars. director of four. His interests cov- 
Youthful Vigor Produces ered such extremes as 230 subway 
Although only 33 at the time, Mr.|newsstands and Luna Park in 
Collier pushed ahead vigorously | Coney Island. 
with his expansion plans, taking Accepts Agency System 
over local companies and stepping : 
up the importance of his empire by| For most of his career an oppo- 
securing impressive space contracts|nent of the advertising agency 
from manufacturers, many of whom | commission system, Mr. Collier fell 
have since blossomed into major|into line with other media about 
| advertisers of the present era. The|five years ago and instituted the 
famous “Spotless Town” series for |Standard 15 per cent arrangement. oo : ’ 
Sapolio soap was used first on Col-| Three sons, Barron, Jr., Samuel Writing in the March issue of HOSPITAL MAN- 
ont lier car cards. H. J. Heinz Com-|Carnes and C. Miles, survive him. 
it pany, Mennen Company, and Coca-|All have been connected with the AGEMENT, Roscoe Wright, director of the information 
Cola C any Ww li rj ly |Collier interests for several years, palatal and S 
a Company were likewise early a ; . 
7] users of Collier cards. and it is expected that they will service of WPA, tells hospital administrators how and 
Campbell soup was first adver- | succeed their father in the manage- 
tised on car cards, back in the days|ment of the organization. where the WPA has spent $77,604,615 on public, char- 
uit before the Joseph Campbell Pre- sts 
mit} serve Company became Campbell |GERARD MARSHALL DEAD itable and mental hospitals. 
of Soup Company. Wrigley’s gumwas| New York, March 14.—Gerard F. 
upt another product first advertised na-| Marshall, 46, member of the sales His report is interesting to hospital executives, but 
aul tionally through Collier car cards.| ota of Radio Guide and Screen 
ile This was 30 years ago, and what is| Gyide, died at his Long Island home no less interesting to those who hav 
. , ’ r 
ely had —_ Wm. Wrigley Jr. ore mam last week. He was at one time g e products and 
_ ad been using premium catalogues | western advertising manager of i i i 
wa io bulla we tis cael Seaiem. tee Gee” services to sell to hospitals. It points to one reason 
With contracts from such adver- ° ° ° ° 
ids tisers as these, Mr. Collier contin- A diadetetes N why the hospital field, a depressionless market, is now 
* ued to expand his interests until his gency anges Name . e ° 
us; various companies reached a peak| Deutsch & Shea, New York, has a better field in which to sell than ever before. 
on volume of about $12,000,000 a year,|changed its mame to Deutsch & , ° . . 
hes. in the middle twenties. Collier|Shea Advertising Agency. Add to this WPA money pouring into the hospital 
no — — . . . 
= = eT field the projected expenditure of $158,000,000 more 
cone eS under Senator Wagner's proposed national health 
“ bill (also reported in the March issue of HOSPITAL 
MANAGEMENT), plus the normal billion dollar ex- 
Sie ae 32 penditures of the field, and you have a market too 
| ae Be i d to overlook. 
-4 oo Oo overioo 
” I fi If you haven't seen the g 
— | new" HOSPITAL MANAGE- If you're not selling it now, investigate its amazing 
; MENT, revamped and restyled 
to bring administrators better possibilities. If you are selling to hospitals, check into 
and faster news and technical a 
| information, write for a sam- the opportunities to boost your sales through more 
ple copy of the March issue 4 F rn . - 
DA N | A BE A CH H O TEL |] tae. intensive cultivation of the field. 
, DANIA, FLORIDA 
| | " —e | A A. R. HOTEL U ON 1 bed 
o ° . . . °. 
MIAMI IN DANIA HIGHWAY H tal IMI a Ti a g rm nN t 
SITUATEI A 3 ACRE PARK of TROPICAL PALMS and FLOWERS OSspl e e 
@ LARGE OUTSIDE ROOMS R ao ; 
AAA eLOW RATES ALWAYS The News and Technical Journal of Administration 
. . @NEAR BEACHES or) ’ 
SEND FOR BOOKLETS AND RATES e@ EXCELLENT CUISINE gor 100 E. Ohio St., Chicago — 330 W. 42nd St., New York Ny 
25 MINUTES FROM MIAMI BEACH ves ] 
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Stamp Plan for Gams fer Macon Ind f Retail Activity in 80 I tant 
Surplus Food Sal Shame Tax Slackers naex oO etal CTtlvl1 1m. mportan 
urp us oo ale Vancouver, B. C., March 15. 
Geared to Start —The city council of Nanaimo, ar ets 
B. C., is expecting a flood of 
(Continued from Page 1) overdue water taxes in the near ‘ = . . , 
tion of test cities for the trial opera-| future as a result of an adver- Based on total retail advertising volume in all newspapers in each city. 
tion of the plan. It is hoped that| ising campaign which will di- 
— : 
this test may start by April 1. Pur-| ect the public’s gaze to a list (C : ist icati 
: fp ; opyright, 1939, by Advertising Publications, Inc.) 
suant to the test, it is hoped that| Of names of residents who are PYrIGnt, 1939, OY 
the plan may become national in oe ’s  decisi i 
scope within three or four months. in en ie ae fol 
The plans differ chiefly as to tee. paying | | 
whether both orange and blue lowed reports that people who +20 
“a bl ta 8 , t are as much as $100 in arrears RETAIL ACTIVITY 
stamps or biue stamps alone are t0/ «Are buying expensive new cars. +15 in MAJOR MARKETS 
be issued. Under the first two plans, Compared with Last Year 
orange stamps would be good for +10 Wesb-by-west oO 
any legitimate food product. The| tion of Food Chains; John Pohl- , Total variation Q—-ON_.__O 
recipient of these stamps would also} haus, National Association of Re- +5 
receive blue stamps to half the/ tail Grocers; M. L. Toulme, National mat - 
value represented by the orange| American Wholesale Grocers Asso- Year a —_ 
stamps. The blue stamps, however, | ciation, and Hector Lazo, Coopera- > ii a 
would be good only for surplus] tive Food Distributors of America. 
commodities on a list to be desig-| Secretary of Agriculture Henry -10 
nated by Secretary of Agriculture| Wallace presented the plan to the 
Wallace. conference. Other government of- - 15 
The third plan varies from the] ficials present included Corrington 
first two in that only blue stamps/Gill, WPA; Harold Graves, Treasury 7 14 21 28 4 it 18 25 4 TT 18 25 1 
would be issued, good only for sur-|Department, and Dr. Thomas Par- bs SANUARY mo 6S PeSRUARY sili. MAK ch — 7 
plus commodities. ran, U. S. Public Health Service. 
Ask Bank Aid Es ‘ ‘ —— % Gain % Gate 
. 10-Week 10-Wee 10-Wee or ss or Loss 
While local banks are expected to Fuller & Smith & Ross Period Period Pericd 1939 1939 Week Week % Gain 
j iler n hole- Ended Ended Ended over over Ended nded or 
a pp Fo ane s Adds to Personnel City Mar. 13, 1937 Mar. 12,1938 Mar. 11, 1939 1937 1938 Mar. 12,1938 Mar. 11,1939 Loss 
th t be forced to do so a Fuller & Smith & Ross, Cleveland,| fAkron, 0. ........---- 2,964,489 2,267,819 1,754,326 —10.8 —22.7 227,760 200,928 —11.8 . 
ey cannot be force = has added the following to its staff: | Albany, N. Y. ......... 1,749,745 1,437,957 1,326,936 —24.2  —T.7 149,621 135,677 —9.3 
they refuse, it is probable that the|p 1, Hague, formerly assistant ad-| Altoona, Pa. .......... 1,283,554 985,425 1,010,709 —21.3 +2.6 112,399 124,971 +11.2 
postoffice will be called on for the| yertising manager of Door Com-| Atlanta, Ga. .......-++. 2,768,962 2,784,432 2,998,380 +8.3 +7.7 318,192 348,278 +95 § 
: 7 +43 : f Baltimore, Md. ........ 4,019,014 3,815,138 3,619,084 —10.0 —5.1 442,955 433,948 —2.0 
task. In trial cities, usual direct) pany, to the Westinghouse appara- Birmingh I 272,21 2,249,464 2,292,136 0.9 +1.9 268,758 280,098 +4.2 
distribution of surplus commodities |tus division account; Art Smith, | Bineyame Als ----. Betas 3,359,580 3,463,171 pe Ht 340,397 393,468 +165.6 
by the Federal Surplus Commodi-|formerly with Cramer-Crasselt, to| Bridgeport, Conn. ..... 1,665,328 1,611,064 1,636,964 anih,9 +1.6 162,176 170,856 +5.4 
ties Corporation will be abandoned.| Westinghouse range and _ water] Buffalo, N. Y. ........ - 8,016,076 2,853,382 2,462,656 —18.4 —13.7 314,132 283,976 —9.6 | 
“png Magny ; 7 : pa eee ~y rey + ite yor page ' 
In other cities it will be continued heater advertising, and F. J. Geib, Cee, BGs Me oneness ves 748,922 682,734 651,536 —13.0 4.6 68,906 72,568 +5.3 4 
as usual. formerly with General Electric, one a — eee somes ys a aee tas 787 Mary ne pte ane ata ie 
‘ j ; *harlest * ,790,0 ,894,843 ,802, R —4.9 202,26 m —3. 
There will be no government ef- pe yr or De a gua Ehasiawosta, foam... Laenest 1,060,482 1,299,098 417.2 22.5 107,416 138,399 +428.8 
fort to fix prices, but it is hoped Joh W a a eree 6,005,616 5,641,281 5,052,083 —15.9 —10.5 778,831 664,313 —14.7 i 
that the increased volume result- ohn Wagner, account executive,| Cincinnati, O. ......... 3,018,495 2,761,487 2,801,334 —7.2 +1.4 329,937 344,806 +45 & 
. has been transferred from Cleve- “levels ® TRA OT% yi 3.087.427 17.8 11.3 345.721 344,684 0.3 
ing from the plan may serve gen- = Cleve and, Th sneeeeeas 3,754,273 3,481,834 3, S1(,4c =i (.¢ — a O,te « ’ =U. 
ily ¢ + dalien dt caenniien ted land to New York where he will} Columbus, 0. ......... 2,514,875 2,291,961 2,378,503 —B5.4 3.8 255,841 269,886 +5.5 
erally to spur Sales Of surplus prod~| head financial operations and office] Dallas, Tex. .......... 3,865,094 3,862,738 3,790,701 —1.9 —1.9 381,495 385,866 +1.1 
ucts. The latter at present include | management. Davenport, Ia. ........ 1,609,544 1,699,736 1,518,404 —§,.7 —6,7 192,878 171,178 —11.8 
citrus fruits, fresh vegetables, dair SE PE er ere 2,684,878 2,276,438 2,333,886 —13.1 —1.8 276,556 277,662 +0.4 
’ g ’ y 
and poultry products, dried fruit POR VEL, COI, cccsccaes 1,773,150 1,616,840 1,617,614 —8.8 a 169,958 171,133 +0.7 
ond heane : Offers Coverage in Des Moines, Ia. ....... 1,181,652 1,172,831 1,133,396 —1 —3.4 125,138 123,361 —1.4 
a Detroit, Mich. ......... 4,024,668 3,284,391 3,453,348 —14.2 +65.1 328,094 390,807 +19.1 
Approximately 80 per cent of the| Negro Theaters El Paso, Tex. ......... 1,898,551 1,880,735 1,809,094 —1.7 —8.8 205,310 198,688 —3.2 
food industry was represented at National Theatre Advertising Ne a a ec ae acai 1,508,562 1,568,850 1,664,936 +10.4 +6.1 167,370 178,598 +6.7 
the conference. Among the lead-| Company, Memphis, Tenn., has| F@!! River, Mass. ..... 639,755 559,235 599,785 —6.3 +7.3 59,871 86,128 +43.9 
. . *’ - 7 . - lol c € e « + 
ers were a. Frank Grimes, chairman been formed to represent a list of Flint, . 6k5 0000802 1,433,320 1,338,764 1,471,560 + 2.7 +9.9 152,222 166,236 +9.2 | 
f the Nati d - Fort Wayne, Ind. ..... 2,033,731 1,829,688 1,791,629 —11.9 —3.1 202,328 199,444 —1.4 
of the National Food & Grocery|movie theaters throughout the|Gary, ind. ..........-. 1,290,088 979,495 951,162 —26.3 —2.9 130.700 129,261 —11 
Conference Committee and presi-|country, catering to a negro clien-|Grand Rapids, Mich. .. 1,894,788 1,559,142 1,562,002 —17.6 +0.2 148,778 182,434 +22.6 
dent of the Independent Grocers’ | tele, whose screens are available for| Grecnville. SG. 1,165,937 1,090,496 1,100,541 ——~C 129,010 118,418 —s82 ff 
Alliance; Paul Willis, president of wag ter a p  t Houston, Tek. ....0000 2,758,728 2,879,036 2,896,268 + 5.0 +0.6 300,496 307,104 + 2.2 
: a vertising films, a minute in| Indianapolis, Ind. ..... 3,257,492 2,835,152 2,740,750 —15.9 —$,3 312,564 334,068 +6.9 
the Associated Grocery Manufac length, will be produced with negro | Jacksonville, Fla. ..... 1,616,608 1,515,845 1,590,778 —16 +439 167,510 177,184 +5.8 
turers of America; John Logan,| payers portraying selling scenes. | Jersey City, N. J. ..... 409,738 349,886 363.040 —11.4 +38 36,713 39.050 +6.4 
president of the National Associa- Kansas City, Kans. ... 482,783 491,722 461,209 —~ * a 54,901 46,690  —15.0 
Knoxville, Tenn. ...... 1,739,234 1,853,096 1,844,820 +6.1 —0.5 201,362 212,758 +5.6 
am ns ; + Little Rock, Ark. ..... 1,669,692 1,643,782 1,601,026 —4.1 —2.6 151,438 189,686 + 25.3 
MAILING SERVICE Fr Pla Spring Drive Los Angeles, Cal. ..... 4,652,753 4,202,488 4,616,112 —0.8 +9.8 476,745 535,446 +12.3 
Fram oil and motor cleaner, made | Louisville, Ky. ........ 2,415,887 2,548,394 2,461,937 +1.9 —3.4 280,724 356,638  +27.0 
. ay by Fleming Mfg. Company, East} Tynn, Mass 1,723,344 1,445,234 1,353,410 —tis —=0.4 158,872 $3,944 —47.2 
Multigraphing — Filling-in Providence, R. I., is being promoted | Manchester, N. H. ..... 592,682 639,998 681,802 +15.0 +6.5 65,832 79,614 +20.9 
Addressing-Mimeographing for the first time in national maga- re meee Relat s4ecees 1,980,036 1,962,662 saat bie a4 vr 311,638 338,706 ay 
zines. An enlarged spring campaign, | 1!Milwaukee, Wis. .... 3,102,815 2,658,471 2,633,586 —1§. —O.§ 316,750 293,396 —7.4 
THE'LETTER SHOP, Inc. through Willard G. Myers, New Minneapolis, Minn. ... 2,741,968 2,382,145 2,354,622 —14.1 —1.2 252,766 253,445 + 0.3 
440 So. Dearborn St. Wabesh 86s. | York, will also include cooperative | NeW Bedford, Mass. ... 612,738 567,546 531,552 —i 3.8 —6.4 50,092 55,188 +10.2 
CHICAGO newspaper advertisin New Haven, Conn. .... 1,668,184 1,620,808 1,610,994 —3.4 —0.6 165,144 160,874 —2.6 
&- New Orleans, La. ..... 3,744,633 3,314,965 3,543,491 —5.4 +6.9 377,731 450,702 +19.8 
tNew York, N. Y. ..... 12,351,056 11,095,463 10,653,750 —13.8 ==, 1,188,450 1,243,752 +4.7 
tBrooklyn, N. Y. ...... 1,291,704 940,802 777,524 —=$9,8 —=17,4 106,461 83,217 —21.8 
Norfolk, V&. ..ccccccce 1,630,650 1,616,496 1,682,548 +3.2 +41 173,292 181,048 +4.5 
ll i: | ee 1,309,643 1,315,021 1,433,652 +9.5 +9.0 117,413 158,957 -+35.4 
tiOklahoma City, Okla. 2,069,774 2,150,806 1,906,926 7.9 —11.3 244,496 172,438 —29.5 
' | ; Y ; Dee WE, sok. cckaceee 2,007,890 1,835,510 1,890,363 —5.9 + 3.0 193,725 222,208 +14.7 
IHT-OIL ul RNING Philadelphia, Pa. ...... 5,691,392 5,028,262 5,070,817 —10.9 +0.8 556,303 573,534 +3.1 
Phoenix, Ariz. ........ 1,358,322 1,465,646 1,379,392 + 1.6 —5.9 142,856 130,452 —8.7 
Pittsburgh, Pa. ....... 4,747,106 3,950,968 3,651,517 —23.1 —7.6 452,354 426,762 —5.7 
° Portland, Ore. ........ 2,152,168 1,990,474 2,270,744 +5.5 +141 222,820 239,862 +7.6 
CCPOUN XECl | LUE Reading, Pa. .......... 1,868,300 1.745.635 1,735,863 —7.1 —0.6 205,912 192,392 —6.3 
tichmond, Va. ........ 2,275,294 2,148,860 2,299,780 11 +7.0 239,694 250,586 +4.5 
= , — §Rochester, N. Y. ..... 3,410,225 2,574,735 2,671,004 —21.7 +3.7 264,697 284,830 +7.6 
; ay, When the candle of inspiration starts Rock Island-Moline ... 1,487,108 1,522,570 1,382,780 —7.0 —9.2 165,060 156,800 —6.0 
s YP : : Sacramento, Cal. ...... 1,491,644 1,367,514 1,474,410 —1,2 +7.8 169,344 153,860 —9.2 
> i) = to flicker and it looks as though THE San Antonio, Tex. ..... 1,220,009 1,094,969 1,218,355 —0.1 +11.3 118,897 146,259 +423.0 
= Ss , ‘ San Diego, Cal. ........ 2,694,748 2,270,104 2,315,420 14.1 + 2.0 208,100 259,266 +24.6 
~ ~~ 
7,\ |S campaign of the year will never get San Francisco, Cal. .... 2,940,235 2,849,067 3,076,539 +4.6 F8.0 287,252 324,003 +12.8 
i whi ed into sha e—k Seattle, Wash. ........ 1,876,526 1,643,978 1,898,158 +1.2 +15.5 218,960 225,666 +3.1 
? PP P nock off and **South Bend, Ind. .... 1,735,781 1,276,491 984,337 ——=§§,.3 ——§§%.9 119,944 100,838 —15.9 
wa come to The Shelton. Enjoy the Spokane, Wash. ....... 1,335,768 1,353,100 1,293,810 —3.2 —4.4 134,400 136,612 +1.6 
: ; St. Louis, Mo. ......c0- 3.559.005 3,298,805 3,229,725 —9.3 —2.1 390,440 389,735 —0.2 
ok It pool, the gym, the library or relax in St. Paul, Minn. ........ 2,227,299 2,178,908 1,774,696 —20.3  —18.6 280,111 223,428 —20.2 
Pm , Syracuse, N. Y. ........ 2,085,635 1,814,633 1,958,180 om, +7.9 229,530 262,276 +148 
the solarium. No extra charge for *Tacoma, Wash. ...... 1,209,536 1,064,714 1,089,130 —10.0 +2.3 123,298 138,432 +128 
. oe errr 1,144,332 1,141,000 1,201,732 +5.0 +5.3 147,042 129,304 —12.1 
igi tl these club comforts. Stay overnight Toronto, Ont., Can. .... 3.920.365 3.241.737 3,099,025 ne ws 301,327 097782 —1.2 
===" _ in a restful room and go back to the OA 7 PRP 731,878 624,526 679,562 —%.5 +8.8 72,800 77,322 +6.2 
aay Tulsa, Okla. .......... 1,702,904 1,651,742 1,622,586 m,7 —1,8 175,322 182,140 +3.9 
office refreshed. The Shelton is in the center of the Washington, D. C. .... 6,685,124 5,965,444 6,076,319 -_y +1.9 587,729 569.712 —31 
a ih ° "' "Worcester, Mass. .... 1,988,416 1,948,808 1,799,503 —9.5 —7.7 232,501 191,979 —17.4 
d 1d. 
advertising mans wor Youngstown, O. ....... 1,634,835 1,419,487 1,263,657 —22.7 —11.0 172,322 139,920 —18.8 
Rates—Single $2.50 to $5.00 Total sesecscccces 180,268,978 173,312,581 171,414,111 —9.4 —{,1 19,023,403 19,341,710 +1.7 
- {Akron Times-Press discontinued Aug. 28, 1938 
Double $4.50 to $10.00 ‘New York American discontinued June 24, 1937 
~ ° tBrooklyn Times-Union discontinued June 8, 1937. 
Special Weekly and Monthly Rates §Journal and Sunday American discontinued June 8, 1937. 
*Daily Ledger discontinued June 23, 1937. 


= **News-Times discontinued Dec. 28, 1938. 
r ttMilwaukee News discontinued Jan. 14, 1939. 
t?#Oklahoma News discontinued Feb. 24, 1939. 
"(Worcester Post discontinued Oct. 1, 1938. 
- we. — — _ — — SS 
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trade; actually Export Manager. Over 
30, married. Seeks position to start as 
assistant. Details furnished without 
obligation. Write promptly to 

Box 1695, ADVERTISING AGE, Chgo. 


Iam a SPACE SALESMAN and I like 
it. Sold 48% gain ’38 over '37 for 2 in- 
dustrial papers. Energetic, cheerful 
eall maker. Build forceful presenta- 
tions. Write memorable letters. Age 
33. Will travel. Ask for sales record. 
Box 1694, ADVERTISING AGE, N. Y. 


COPY WRITER—SECRETARY 
Let me save you money by filling two 
jobs for one salary. Am experienced 
secretary (employed) and write pleas- 
ant intelligent copy. 

Box 1693, ADVERTISING AGE, N. Y. 


COPY: ART: CONTACT 
Experienced agency, direct mail, tech- 
nical advertising man. Plans, layouts, 
convincing copy, finished art. Highly 
recommended, go anywhere. 

Box 1687, ADVERTISING AGE, Chgo. 


HELP WANTED 


Photographic salesman with active 
accounts for fully equipped modern 
studio centrally located. Partnership 
basis. Good opportunity. 

Box 1686, ADVERTISING AGE, N. Y. 


Representative wanted. Old estab- 
lished tradepaper is interested in 
contacting ambitious young man who 
could devote full time toward helping 
increase sales in Chicago. Layout 
and copy-writing ability would help, 
but not essential. Drawing account, 
commission, and possible bonus ar- 
rangement would in time enable right 
man to build up worthwhile business 
for himself. Write, giving full par- 
ticulars as to age, experience, draw- 
ing account expected, etc., sending pho- 
tograph if possible. Address 

sox 1684, ADVERTISING AGE, Chgo. 


FOR RENT 


A REAL FIND— 

For rent 1100 sq. ft. excel. for Chicago 
photo studio—just north of river. 
Some equip. avail. for use if des. Suit- 
able for adv. art studio with some 
photo bus. As short as six mos. lease 
if des. Unusually low rental in up to 
date bldg. and ideal location. Write 
Mr. M. Joslyn, 625 Grove St., Evanston, 
Ill. or phone ROGers Park 6082. 


REPRESENTATIVES 
DETROIT 


AVAILABLE 


OHIO 

PITTSBURGH 
IS THIS SECTION OF THE COUNTRY 
IMPORTANT to ou? I am_ inter- 
ested in representing one publication 
exclusively or 3 or 4 on a part time 
basis in this territory. If you would 
care to talk this over with me I can 
demonstrate quite conclusively that 
I have successfully produced business 
in this area and that I have many 
valuable contacts with advertisers and 
agencies. In addition to my business 
paper experience, I have had seven 
years of newspaper advertising sales. 
I am 36 years of age. I am Fn Chi- 
cago at the present time. If you have 
not adequate representation in this 
district may we get together? 
Box 1692, ADVERTISING AGE, Chgo. 


Chicago Representative—Business 
Paper. Have sold over a million dol- 
lars Class A business paper space in 
Chicago. Have money. Prefer com- 
mission basis. No cats or dogs. 

Box 1688, ADVERTISING AGE, Chgo. 


Intelligent, aggressive New York rep- 
resentation for your product or serv- 
ice by trustworthy, experienced, re- 
sult-getting sales executive; 34, Chris- 
tian, excellent background; own office. 
Hundreds of ton rank contacts among 
agencies, advertisers, manufacturers 
and corporations. 

Box 1685, ADVERTISING AGE, N. Y. 


(inexpensive) add zip and verve to 
text for small ads., circulars, letters, 


announcements, house organs, blot- 
ters, ete. Send your address. Har- 
per’s, 283-f E. Spring St., Columbus, 
Ohio. 


MISCELLANEOUS 


Want to Buy— 
A small, paying mail order business. 
Will pay cash and buy direct but pre- 
fer to buy on recommendation of 
agency who will get account of course. 
Ample money to back it up if it is 


right. 
Box 1689, ADVERTISING AGE, Chgo. 


PARTNER with 83,000 wanted for 
novel “point of sales” proposition. 250 
locations contracted. More under way. 
Big money for right man. 
Box 1690, ADVERTISING AGE, N. Y. 
CURTAILED BUDGETS 
can still afford economical Photo- 
Offset for all sorts of pictorial adver- 
tising literature, booklets, brochures, 
bulletins, testimonials, catalogs, 
charts, diagrams, direct-mail pieces, 
sales letters, etc., etc. 
No typesetting or engraving costs; 
anything previously printed can be 
reproduced. 
Short runs no penalty. 

500 COPIES (8%"x11”) $2.63 
Additional hundred copies only 22c 
Even lower prices for larger orders. 
Any size supplied. Free instructive 

Manual on request. 
Laurel Process, 480 Canal St., N. ¥.C. 
In New York City and Metropolitan 
Area, a trained salesman will call on 
request. Just phone WAlker 5-0526. 

YOU CAN USE THEM TOO! 
Your business needs these wonderful 
business builders. Let us show you 
how other firms are using PHOTO 
AD-CARDS to their advantage. 
GRAPHIC ARTS PHOTO SERVICE 

Third & Market, Hamilton, Ohio 


How To Write Advertising 
That Sells at a Profit! 


Want to learn how to write action- 
getting advertising? Then send now 
for this guaranteed and tested copy 
and layout “Check-Chart.” 

It’s the selling strategy used by 
many “go-getter” firms. Sold 1452 
permanent waves for a new beauty 
parlor in 2% weeks, also has been 
successful for many others. Gives you 
the right psychological selling order 
that must be used in an ad to get the 
best results. It helps you get new 
advertisers, helps keep old ones, Makes 
your copy “sing with sell.” 

No long, hard-to-understand books 
to read. It’s simple, fast, easy to use 
on any size and kind of account. 
Backed by a guarantee of Satisfaction 
or your money back. No theories, but 
a tested, proven way to get results by 
a writer and salesman who has learned 
how through 15 years of study and 
testing of advertising at work for 
profit in newspaper, direct mail and 
dept. store fields. Creator of this 
plan endorsed by many able, experi- 
enced business and advertising execu- 
tives, 

Here's prpet that this plan is good! 
Only 2 of the many, many alert men 
and women who have alread 
this plan have ever asked for a re- 
fund. Others praise it highly. 

Get yours now, study it over, ay 
its 27 points. Then if you don’t thin 
it the most intelligent investment you 
ever made return it within 10 days 
and your money will be promptly re- 
funded. 

Send a dollar bill to Glenn E. Martin, 
Copy Service Manager, Dept. AAl, 
Cedar Rapids Gazette, Cedar Rapids, 


bought 


Iowa. Your Check-Chart will be sent 
you by return mail! Act NOW! 


7¢ SALES Are Your Problem 


—if you are looking for new slants to put more pep into sales—if you want 
to know how others are keeping salesmen on their toes—how they are 
making sales letters pull—how they are cutting down selling costs 


DARTNELL CAN HELP YOU-—SEND TODAY 


to 4660 Ravenswood Avenue, Chicago, and ask for FREE chart showing 83 
Dartnell sales aids. Twenty years serving sales managers all over the world 


a 


president of Lord & Thomas, and 
Thomas J. Harte, vice-president and 
general sales manager of the North 
American Cement Corporation, are 
in charge of the program. Both are 
divisional vice-presidents of the 
AMA. 


Judges Selected for 
Annual Snapp 
Advertising Award 


Chicago, March 17.—Judges for 
the 1938 Josephine Snapp Award 
have been announced by Edith 
Ellsworth, of Roche, Williams & 
Cunnyngham, Philadelphia, and 
vice-president of the Advertising 
Federation of America. This is the 
third annual award sponsored by 
the Women’s Advertising Club of 
Chicago as a memorial to the late 
Josephine Snapp, a former president 
of the club and vice-president of 
AFA. 

The jurors are Mason Britton, 
McGraw-Hill Publishing Company, 
and chairman of the Advertising 
Federation of America; E. Lansing 
Ray, Jr., St. Louis Globe-Democrat, 
and president of the St. Louis Ad- 
vertising Club; Dorothy Crowne, di- 
rector of public relations of United 
Advertising Corporation; Leo Ne- 
jelski, advertising manager of Swift 
& Co., and Helen Holby, club con- 
tact director of the Advertising 
Federation of America. 

Last year’s winner was Clara Zil- 
lesen, advertising manager of the 
Philadelphia Electric Company. En- 
tries including full evidence of con- 
tributions made to advertising, ac- 
companied by an authorized appli- 
cation, must be mailed to the Wom- 
en’s Advertising Club of Chicago 
before midnight, April 6. 


New Process for 
NBC Quarterly 


A new process developed in 
France for printing colors on 
metallic paper has been utilized for 
the first time in this country on the 
cover of National Broadcasting 
Company’s network program book 
for March. The cover is the work 
of J. Makowsky, of Paris. 

Mailed to advertisers and agen- 
cies throughout the country, the 
new program book is divided into 
three sections, including a summary 
of industries represented on NBC 
networks; a list of sponsored pro- 
grams, and a selected line-up of 
sustaining programs. The book also 
heralds National Broadcasting 
Company as “the largest single me- 
dium in the advertising field,” with 
1938 revenue of $41,462,679. 


Marvin Green 
Is Gotham Agency 


Marvin Green, Inc., Chicago, has 
been appointed to handle advertis- 
ing of the Gotham Hotel, New 
York. The 1939 appropriation will 
be $100,000. Newspapers, maga- 
zines, outdoor and direct mail will 
be used. 

Appointment of the Chicago 
agency follows completion of an ex- 
tensive remodeling program by the 


New York hotel. 
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February Sales 
of 23 Chains Show 
6.6% Increase 


New York, March 14.—With all 
but three reporting increases for 
the month, February sales of 23 ma- 
jor chains totaled $195,799,632, a 
gain of 6.6 per cent over the $183,- 
692,075 registered by these chains a 
year ago, according to reports to 
ADVERTISING AGE today. 

This gain continued the favorable 
trend exhibited in January, when 
an increase of 4.1 per cent was re- 
ported. 

Noteworthy among this group are 
the gains shown by Sears and 
Ward. Increases reported by these 


organizations are due in large part, 


it is pointed out, to issuance of 
new and substantially expanded 
catalogs during February. 

Sears’ increase was 13.1 per cent. 
Ward, continuing its favorable Jan- 
uary and December record, reported 
that February sales were the best 
for that month in the company’s 
history and were 14.7 per cent 


above the comparable 1938 figure. 


Others to show sizeable percent- 


age gains during the month were 


G. C. Murphy, 10.6; Neisner Broth- 
ers, 13.6; Spiegel, 14.6; Walgreen, 
6.6, and Western Auto, 26.6. The 
two chains to report losses were 
Lerner, down .04 per cent, and S. 
H. Kress with a 3.6 per cent de- 
cline. 

The two-month total for the 
group was $385,004,955, a gain of 
5.2 per cent over the $366,092,178 
reported at this time last year. Fig- 


, March 20, 1939 ADVERTISING AGE 29 
. ae 
AMA Conclave on 
. February February % Gain 2 Months 2 Months % Gain 
: Marketing Set 1939 1938 or Loss 1939 1938 or Loss 
Edison Stores..$ 1,444,322 1,384,732 +4.3 $ 2,761,113 $ 2,568,051 +7.5 
e «e f A il 12 13 Grant, W. T.... 5,748,118 5,522,282 +4.1 11,279,186 10,850,426 +3.9 
or pri x Green, H. L.. 1,959,451 1,780,246 +10.1 3,957,801 3,570,075 +10.9 
: - sai tJewel ......0 1,881,831 1,832,476 +2.7 3,741,813 3,656,686 +2.3 
VE New York, March 17.—Industrial} crosce, S'S..1_ 91547104 97396,098 +1.6 18,810,098 18,417,842 +2.1 
and consumer marketing and im-| Kress, 8. H..... 5,162,532 5,357,798 —3.6 10,217,998 10,516,388 —2.8 
proved cooperation between man-| *Kroger Groc. & nye. Pee P i heii 
agement and sales executives were|_ Baking Co..... 18,028,834 17,756,440 +1.5 35,197,771 35,722,075 +1.4 
. | Lerner Stores.. 2,134,693 2,135,524 —0.04 4,174,986 4,129,148 +1.1 
announced today as headline topics] \y.crory Stores 2,737,905 2,640,833 +3.7 5.273.023 5.116.470 +3.1 
for the Marketing Conference of} McLellan Stores 1,260,867 1,183,694 +6.5 2,545,424 2,392,483 +6.4 
the American Management Associa~| Murphy, G. C... 2,752,150 2,488,934 +10.6 5,437,685 4,979,031 +9.2 
tion at the Hotel Commodore here} ‘Nat'l Tea Co.. 4,228,770 ee ane ine oa, 86 arene oe 
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ures for the individual chains are 
shown in the accompanying table. 


Macy’s Own Brand 
of Copy Analysis 
Yields High Return 


(Continued from Page 1) 
expecting response out of all pro- 
portion to the inherent possibilities 
in the offer” without determining 
what response they want or whether 
the response is profitable. 

Buyers of “panaceas” to insure 
advertising success are just as much 
to blame as sellers who do the 
ballyhooing when the _ cure-alls 
prove disappointing, he said. 


Gets Todd Account 


The Merrill Anderson Company, 
New York, has been appointed 
agency for The Todd Company, 
Rochester, N. Y., manufacturer of 
checks, bank supplies, check 
writers and the Protectograph. 


New Agency Formed 
Baker, Gordon & Burton, Inc., 
has been formed as a general ad- 


vertising agency with offices at 535 
Fifth avenue, New York. 


Covering 1939's 
Golden Market 
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BEVERAGE RETAILER WEEKLY 
The Newspaper of the 
Beer, Wine & Liquor Industry 
°19 Broadway, New York, N.Y. @ Circle 6-8181-2-3-4 
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Radio Listeners 
Bad Guessers 
on Commercial Time 


Many Ignorant, Too, of 
License Fee System 
Abroad 


Athens, O., March 16.—The few 
radio advertisers who inform their 
audiences of the time consumed by 
their commercial announcements 
are cultivating good will and in- 
creased returns, since listeners al- 
most invariably overestimate the 
amount of sales copy on programs. 

The large majority of radio lis- 


teners are unaware that in some 


countries a license on receiving sets 
prevails in lieu of the system used 
in the United States. When they 
are informed of this fact, their 
opinion of commercial announce- 
ments immediately improves. 

These are two of the allegations 
to be made in the next issue of The 
Journal of Applied Psychology, to 
be issued in April. The entire edi- 
tion is devoted to radio research, 
Paul S. Achilles and Henry C. Link, 
of The Psychological Corporation, 
having served as associate editors 
during its preparation. 


Some Oppose Advertising 


The chapter on attitudes toward 
radio advertising was contributed 
by Jeannette Sayre, of the Prince- 
ton Radio Research Project, who 
told of a study conducted in New- 
ark. 

“We found a few people who 
were violently opposed to radio ad- 
vertising, but none who were 


strongly for it,” said Miss Sayre. 
“The average score, 3.24, is 0.24 
degrees higher than the hypotheti- 
cal average, showing that the group 
interviewed was not so opposed to 
radio advertising as had been ex- 
pected from previous studies.” 

One of the questions propounded 
to 352 Newark residents was, “Will 
you please estimate as best you can 
how much time on the average 15- 
minute program is taken up with 
commercial advertising?” The larg- 
est group, 126, guessed from 4.5 to 
6.4 minutes, while the next largest, 
99, fixed the time at from 2.5 to 4.4 
minutes. 

This question was coupled with 
another asking the radio owner 
whether or not he would be willing 
to pay a license fee rather than 
endure commercials. 

“The mere fact of making people 
aware by implication,” Miss Sayre 
reported, “that the fight against 
commercial advertising might mean 


paying a license fee immediately 
improves their attitude toward 
commercials perceptibly.” 


Arrow Acquires Marcus 


Arrow Distilleries, Inc., Detroit, 
has acquired Julius Marcus Com- 
pany, New York, manufacturer of 
a line of cordials. The New York 
plant will be closed and all opera- 
tions centered in Detroit. 


New Four A’s Member 


Barton A. Stebbins, Los Angeles, 
has been elected to membership in 
the American Association of Adver- 
tising Agencies, New York, in con- 
tinuation of the membership pre- 
viously held by Logan & Stebbins. 


Baily Names Moon 


Joshua L. Baily & Co., New York, 
selling agent for several manufac- 
turers of cotton goods, has ap- 
pointed Byron G. Moon Company, 
New York, as merchandising and 
advertising counsel. 


You can get the advantages—lower cost and better appearance—of English Finish paper through proper 
planning. Start with the selection of the right paper, have engravings made for this specific printing sur- 
face and choose the ink which will give the desired effect. Specify CHAMPLAIN English Finish for your 
next job. This low-cost paper has a velvety-smooth surface, a true-white color, high opacity and good 
folding qualities—admirably suited to modern printing where halftones and type are used in combination. 
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Association 


Subscription Rules 
Tightened by ABC 


Ponte Vedra, Fla., March 14.—A 
general tightening of the rules gov- 
erning association subscriptions 
marked the winter meeting of di- 
rectors of the Audit Bureau of Cir- 
culations here today. The board 
also fixed Oct. 19-20 as the date of 
the 1939 convention at the Stevens 
Hotel, Chicago, and approved a 
resolution adopted by the last con- 
vention requiring publishers to in- 
dicate in all ABC reports the num- 
ber of copies sold at a reduction 
from the basic single copy price. 

The rules applying to “Associa- 
tion Subscriptions Deductible from 
Dues” were amended to provide, in 
connection with the option extended 
to members of reducing their dues 
by a definite named sum if they re- 
ject the paper, that this sum must 
be not less than 50 per cent of the 
announced basic price of the publi- 
cation. 


Must Clarify Invoices 


The following paragraph was 
added: 

“Every person on becoming a 
member of the association must be 
notified of the subscription price of 
the paper and that such price is a 
part of the sum collected as dues. 
On every bill for dues the subscrip- 
tion price of the paper must be 
given and the fact noted that such 
subscription price is a part of the 
dues to be paid.” 

The following were elected to 
membership: 

Advertisers—Champion Paper & 
Fibre Company, Hamilton, 0O.; 
Dodge Division, Chrysler Corpora- 
tion, Detroit; Radio Corporation of 
America, New York. 

Advertising agencies—Henri, 
Hurst & McDonald, Chicago; J. Wal- 
ter Thompson Company, Ltd., To- 
ronto; Warwick & Legler, New York. 

In addition, ten publications pre- 
viously elected to membership have 
qualified and become members. 


Schuyler Joins Howard 


Philip Schuyler, formerly adver- 
tising and publicity director of the 
Postal Telegraph-Cable Company, 
New York, has joined E. T. Howard 
Company, New York, to direct pub- 
lic relations activities in E. T. How- 
ard Industrial Institute, a division 
of the agency. 


Hutton Takes New Post 


Donald Hutton, formerly of the 
merchandising division of Crowell 
Publishing Company, New York, 
has been appointed Eastern mer- 
chandising manager of Farm Jour- 
nal and The Farmer’s Wife, Phila- 
delphia. 


Menken Moves 


Menken Advertising, Inc., New 
York, has moved to new offices at 
280 Madison avenue. 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


TEST COPY BREAKS IN NEW YORK AREA 


“Better than ever tobaceo crops 
plus Toasting” 


make Lackies Better than Ever! 
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| Wave you Tited 0 Lucky leilaly P 


Emphasis on the quality of Lucky Strike tobacco is the principal keynote of 

American Tobacco Company's new test campaign in New York newspapers. 

Insertions are scheduled twice weekly in 16 papers. Following the 10-week drive, 

the effort may be extended to newspapers throughout the country. Lord & 
Thomas is in charge of the campaign. 


ONE'S A LADY, THE OTHER'S A HUSSY 


These modern mannequins make up a new Volupte display and dramatize the 
makeup qualities the cosmetic advertiser recommends for two different types of 
feminine personality. The demure face, according to the advertiser, calls for 
@ makeup “petal-like and subtle"; while the charmer needs something exciting, 
so her mouth turns out "vibrantly shiny.” Abbott Kimball Company, New York 

is the agency. 


NATURAL BEAUTY 


A colorful story of Oregon's scenic 
iblendor will be told in national maga- 


WON'T BE LONG NOW 


- 


Richard P. Dodds, advertising manager, Truscon Steel Company, and senior 
vice-president, National Industrial Advertisers Association, presents the charter 
signalizing formation of the 18th NIAA chapter, Industrial Marketers of Northern 
California. Others in the San Francisco ceremony are E. L. Mathy, president of 
the West Coast group and vice-president, Victor Equipment Company, San Fran- 
cisco; and Howard F. Barrows, advertising manager, Austin-Western Road 
Machinery Company, Austin, Ill., past president of the NIAA. 


GORHAM CHANGES COPY APPEAL 


Jean Rogers, screen beauty, models one 

of Jantzen's new satin-knit "Glamour 

Fabrics." Miss Rogers will be featured 

in magazine advertising copy. (Story 
on Page 20.) 


NEW BITTERS CHIEF 
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Andrew E. Holmes, who has resigned 


from Donahue & Coe to become presi- 
dent of Angostura-Wupperman Corpora- 
tion. (Story on Page 2.) 


This new Gorham Company magazine copy, stressing economy and long , lasting 
qualities of sterling silver, is designed to appeal to unmarried young women. 
Story on Page 10.) 
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INGENIOUS ADMAN DEFIES SPACE AND TIME 


— this year. The campaign involves Rob Ross, MacManus, John and Adams, Detroit, conceived this unique method of ahead, with the New York World's Fair on one side and the Golden Gate Inter- 
" expenditure of $120,000. (Story on showing the two motoring meccas of 1939. The shot was made on a perfectly level national Exposition on the other. Oh yes, the car's a La Salle, whose account 
Page 25.) road in Michigan, but thanks to some camera legerdemain, you see a mountain MacManus, John and Adams handles. 
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‘ AE, QUE Thi: ie Advertising can do a lot of wonderful things. 


But one thing it cannot do. It cannot sell goods 


- ? Bee oe Vp where there are no goods to sell. Advertising is woe- 
| “ie ; oe of ie ww 4 fully wasted in any market’s NO SALE areas . . . areas 
| \, where the market for advertised goods can support only the - 


Mh, ATS 4 Z WE most sparse and.scattered distribution. ... Where such areas are 


in New York City is clearly shown in studies by our Market Re- 

search Department. These studies cover retail sales of a wide list of 

advertised products, mainly in the grocery and drug fields. They show that 

advertised products enjoy their highest distribution arhong stores serving 
above-average-income families... . Take canned soup, for example, a typical 

pantry product. One of the most widely advertised brands, consistently advertised 

for many years in all major media, is sold by every side in New York City’s high-income 
neighborhoods, by 8 stores out of 10 in medium-income neighborhoods, by only 4 stores out 

of 10 in low-income neighborhoods. ... From this it is apparent that, for an established product, 


distribution follows the market . . . that advertising should follow distribution and sales. Advertis- 
_ ing has a better chance to do a profitable, productive job if it cuts out costly-to-cover, unproductive 


NO SALE areas . . . concentrates where higher distribution indicates more active selling. . . . Advertising 


ae 
4 


in The New York Times does just that. Concentrating on the above-average-income families whose greater 
and more frequent buying means your most profitable volume selling, The New York Times is the key to better 


sales where advertised products enjoy their best distribution. 


The New Pork Times 
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